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FILMS 
PRODUCED 


HERE IN BUFFALO... 
i FOR: 


~ 


Barcalo Manufacturing Co. 


a distin guished 


Bausch & Lomb Optical Co. 


motion picture studio 


Bell Aircraft Corp. 


The Carborundum Co, 


at your service! 


The Coca-Cola Co. 
Doystrom Furniture 


Dunlop Tire and Rubber 


Whatever your needs, Holland-Wegman’s Comp. 


° : Endicott-Joh Corp. 
complete staff of skilled creative people ret 


Fanny Farmer Candy 


using the finest 16 and 35mm equipment Shops, inc. 


will plan, write and produce the exact Fedders-Quigan Corp. 


General Electric Co. 


film you require. Many of the nation's 


General Mills, Inc. 


leading industrial and business firms have 


General Motors Corp. 
chosen Holland-Wegman Productions to igacnnicen oe sac 


General Railway Signal 
Co. 


Gould Pumps, Inc. 


assist them in solving their sales training and 


public relations problems with films 


that bring results. esgie ten auaiaces 


Keebler Biscuit Co. 
° Kordite Corp. 

So whether you require an 

National Gypsum Co. 


animated TV commercial or 
New York Central Railroad 


a full length color produc- Rg ey a 


tion, let Holland-Wegman 


Niagara Mohawk Power 


tell your story on film . es 


St. Lawrence Seaway 


imaginatively, effectively, hvecteninints Chee, 


convincingly. A phone call Remington Rand 


or a letter will bring you U. S. Army Corps 


i - of Engineers 
the information you need. 

. , Wildroot Company, Inc. 
No obligation, of course. 








HOLLAND-WEGMAN PRODUCTIONS 


197 DELAWARE + BUFFALO 2, NEW YORK 
TELEPHONE: MAdison 7411 



























WORLD'S MOST ADVANCED 
MOTION PICTURE CAMERA 











Stop Motion To 128 Frames P/Second With A Single Mitchell Camera 


This is the only camera that for 40 years has consistently set 
new standards for motion picture photography. The Mitchell’s 
exclusive range of filming speeds is but one of 14 outstanding 
features of the world’s most advanced camera. Its design 
and workmanship are the finest, with the result 
that a Mitchell provides important advantages 
through trouble-free, economical operation 
and lower production cost. 


Mitchell cameras include: 35mm, and 16mm; 
70mm 2% x 2% high speed; and, 70mm and 
65mm standard frame aperture. For full in- 
formation write on your letterhead indicat- 
ing the model camera or your requirements. 


ITCHE 








FIRST POSITIVE PIN TROU- EXCLUSIVE RACK-OVER FOCUSING DESIGN 
BLE-FREE MOVEMENT with saves time and re-shooting; effortiess one 
.0001” tolerances assures hand operation shifts camera instantly 
sharpest, most accurate film from focusing to shooting position. Locking A 


registration of any camera. pin insures positive alignment. 









EXCLUSIVE ERECT IMAGE focusing telescope shows exactly what is seen by 
camera lens. Variable five and ten power magnification. y 








— 
*85% of Professional Motion Pictures Shown Through- 
out the World Are Filmed with Mitchell Cameras 
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HAS YOU 
IN MIND FOR 
THE FUTURE 





THE ULTIMATE IN 


SCREENING FACILITIES 


New 60 seat theater and separate conference 
room with 16mm projection 


FIRST JET SPRAY COLOR PROCESSOR 


TWO NEW FLOORS OF 
CUTTING ROOMS AND OFFICES 


A ezadly Sion! 














‘2B ART \ CORPORATION |Z 


cciatme * (a subsidiary of Du Art Film Labs., Inc.) 


245 Wesc 55th Sr. » ow Te rk 19, N. ¥. Fhe —_ 




































PUBLIC RELATIONS - EDUCATIONAL: TRAINING »- MEDICAL: FARM...and 


Technical pictures don’t have to be too technical. 
Technicians are also people. Their worlds are complex 
ones, but the technical motion pictures they seem to Te 2 h r Fi  o- a : 
prefer are the ones which are clear, interesting and well 
executed, as well as being accurate and informative. Put 


yourself in an audience with upper-case technicians and f bi | os us r e S 


you couldn’t tell a physicist or a biochemist from your 


neighbor next-door. Technical groups want motion oh 


pictures on technical subjects to be, in the first, second 


> 
and third place, good motion pictures. A LU re | 4 T @ ) Gye 


Among our clients: 


















Atomic Energy Commission National Board of Fire 


Underwriters 
American Bosch Arma Corp. 


PE sae, National Cancer Institute 
merican Machine 

& Pouuiey Co National Cotton Council 
American Telephone Port of New York Authority 


Wisse & Telegraph Co. Schering Corp. 


Babcock & Wilcox Co. E. R. Squibb & Sons Div. 
E. I. duPont de Nemours The Texas Company 
& Co., Inc. Union Carbide Corp. 
Ethyl Corporation U. S. Navy 
The Gillette Company Western Electric Co. 
McGraw-Hill Book Co. Westinghouse Electric Corp. 


—and many, many others 


send _. | Audio Productions, Inc. 


for 


booklet... | . FILM CENTER BUILDING + 630 NINTH AVENUE + NEW YORK 36, WN Y 
. TELEPHONE Plaza 7-0760 
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. " ote EAE gat 
P. J. Mooney, Secretary & Treasurer 


= So Meee ws is sok A tll 


Frank K. Speidell, President *- Herman Roessle, Vice President 
Vice-President, Sales: T. H. Westermann 


Producer-Directors: L. S. Bennetts H. E. Mandell Earl Peirce 
Alexander Gansell Harold R. Lipman Erwin Schart 








You Can’t Have One 
Without The Other 

















@ Automation in production is uni- 
versally accepted. The results are 
proven, 


@ SALES must now keep pace. 
AUTOMATION in SELLING is the 
perfect partner. 


@ Dealers can't stockpile; so, de- 
mand must be stepped up... pro- 
ductions must move. Selling must 
be directed to the consumer at the 
point of sale . . . motivating pur- 
chases .. . creating impulse buying. 





@ Pictur-Vision continuous adver- 
tising projectors and audio equip- 
ment are designed to capture atten- 
tion, hold interest and produce 
sales. 


@ A Model 1655-C cabinet projector 
will sell your product, 
showing 16 slides con- 
tinuously on a 16” 
screen. Your com- 
plete story told in 
2% minutes, 









@ For double 
impact, c 0 m - 
bine projector 

and PRC Tape Re- 
peater, A touch of a button starts 
the synchronized a/v show. Custom- 
ers listen to your story privately 
through a special phone while 
watching the corresponding slide 


sequence, It's dynamic and appeal- 
Mi. with proven affirmative 
results. 





with increased production. 


pace 


authorized Picture-Vision dealer. 








with PICTUR-VISION 


for RECOGNITION 
ABOVE COMPETITION. 

















@ Learn how your sales can keep 


Write us direct for further informa- 
tion and the name of the nearest 











PICTURE RECORDING COMPANY 
OCONOMOWOC, WISCONSIN 


RIGHT off the NEWSREEL 


Close-Ups and Long Shots on Events of the Month 


CINE to Honor Venice Films 
in Washington on December 10 

Prize-winning films from the 
1959 Venice (Italy) Film Festival 
will be screened and U. S. awards 
presented in Washington, D. C. on 
Thursday evening, December 10. 
The event will be held in the new 
auditorium of the National Edu- 
cation Association. Donald Ba- 
ruch, U. S. Department of Defense 
and James Barker, president, Capi- 
tal Film Laboratories, will serve as 
general co-chairmen in charge of 
arrangements. 

During the exhibition, at which 
Ralph Hoy of the Aluminum Com- 
pany of America will serve as 
chairman of the evening, statues 
and citations awarded U. S. films 
at Venice earlier this year will be 
presented. Dr. William G. Carr, 
executive secretary of the National 
Education Association, will make 
a brief address of welcome. 

The Committee on International 
Non-Theatrical Events and the Na- 
tional Education Association are 
co-sponsors. i 

* * * 


Screen Actors Meet to Discuss 
Bargaining Proposals, Merger 
Ronald Reagan, president of the 
Screen Actors Guild, presided at 
the annual Hollywood member- 
ship meeting on November 16. 
Collective bargaining proposals, 
including a pension and welfare 
plan for motion picture players 
and a progress report on the pro- 
posed merger between SAG and 
the American Federation of Tele- 
vision & Radio Artists were prin- 
cipal matters of business. Wy 
oe oe 8 
NAVA Members to Meet in 
California, Washington, D. C. 
The National Audio-Visual As- 
sociation will hold two winter 
meetings for members of the As- 
sociation in 1960, according to an- 
nouncement by NAVA President 
W. G. Kirtley, D. T. Davis Com- 
pany, Louisville, Kentucky, fol- 
lowing a recent directors’ meeting 
in Chicago. 
Earliest of the two meetings, the 


Issue Seven, Volume Twenty of Business & 


ea 6 times 


innually 
I by Business Screen Magazine, Inc. 


1t six-week interv 


annual NAVA Western Confer- 
ence, will be held January 7-9, at 
the Del Monte Lodge, Pebble 
Beach, California. On February 
18-20, the NAVA Washington 
Conference will take place at the 
Shoreham Hotel, Washington, 
Rd 

General chairman of the West- 
ern Conference is Bradford Heard, 
Photo and Sound Company, San 
Francisco. Mrs. Ruth Walsh, 
James E. Duncan, Inc., Rochester, 
New York, will be chairman of the 
Washington Conference. i 

” * * 
Int’l Ad Film Festival at 
Lido Again on June 13-16th 
vy The International Advertising 
Film Festival, entirely devoted to 
theatre-screen advertising films 
and filmed TV commercials, will 
again be held at the Lido, Venice, 
Italy. Dates set by the joint com- 
mittees of the International Screen 
Advertising Services and the In- 
ternational Screen Producers As- 
sociation are June 13 to June 17, 
1960. 

Entrants will be permitted to 
enter up to eight single films and 
two series in the cinema advertis- 
ing category and up to eight single 
films in the field of television com- 
mercials, providing that not more 
than five single films are entered 
in any one category of either 
group. The awards competition 
provides a wide variety of cate- 
gories, similar to the previous year. 

Television commercials may not 
be entered in the cinema advertis- 
ing group or vice versa. The 
awards jury, which has been in- 
creased to 15 members (excluding 
the secretary), will divide into two 
sections for the separate judging 
of cinema and television commer- 
cials. The television section of the 
jury will be drawn from those 
countries in which commercial 
television is an active force. Eight 
western European countries, South 
America and the U.S.A. are repre- 
sented on the jury. 

Inquiries concerning the Festi- 
val may be directed to Peter Tay- 
lor, Director, International Adver- 


screen Magazine, published Nov. 15, 1959. 
tls at 7064 Sheridan Road, Chicago 26 
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scription $3.00 a year 


Caron- 
$5.00 two years (domestic) 
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BUSINESS 


tising Film Festival, 15 Berkeley 
Street, London W. I., England. & 


* * * 


National Education Association 
Has 13-Week Television Series 
vv Educational issues—ranging 
from teaching Johnny to read to 
the provision of university missile 
laboratories—are being explored 
in a 13-week series of half-hour 
television films promoted by the 
National Education Association. 

The School Story, available to 
TV stations in 261 major markets 
during the 1959-60 school year, is 
“built around the problems, aims 
and achievements of education in 
this country,” according to William 
G. Carr, executive secretary of 
NEA. 

The 50 affiliated state education 
associations will handle the book- 
ings for TV stations. Groups co- 
operating on the film include Har- 
vard University, the New Jersey 
Education Association, United 
States Steel Foundation, University 
of Oklahoma, Walter Reed Army 
Medical Center and Greater Wash- 
ington Educational Television. 

Films in the series include How 
Good Are Our Schools, Dr. 
Conant Reports, based on a best- 
selling book “The American High 
School Today,” and The Report on 
Tomorrow, a film pointing out how 
closely business scrutinizes educa- 
tional facilities of an area into 
which it considers expanding. & 


* * * 


Canadian Ad, TV Execs Attend 
New Lawrence Studio Opening 
Canadian advertising and tele- 
vision leaders were in attendance 
at the formal opening of the new 
Robert Lawrence Productions stu- 
dios in Toronto on October 13. 
The event marked beginning of 
full-scale production at the newest 
film-sound-and-tape center in Can- 
ada. The company’s 29-year-old 
executive vice-president, John T. 
Ross, was recently named to the 
presidency of the Canadian com- 
pany. Robert L. Lawrence of New 
York City is founder and chair- 
man. Uy 
* * * 
EFLA Re-Elects Elliott Kone 
Elliott H. Kone, audio-visual 
director for Yale University, has 
been re-elected president of the 
Educational Film Library Associa- 
tion for a second two-year term. 
Also re-elected as vice-president 
and board member was Galon Mil- 
ler, of the School City of South 
Bend. Frederic A. Krahn is the 
organization’s new secretary. 
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... and writing BETTER stories and producing BETTER 


live action and animated films is our business... 





the new 


FRED NILES 
COMMUNICATIONS 
CENTER 


s top taient 
waaleles-1-16 fame dal-mmal-hdlelame 
S| 


est facility to serve your 


every audio-visual need 


TV COMMERCIALS 
| 


RY FILM PROGRAMS 
FILMS ONVENTIONS 
or e)-) 38) CUIT TV 

RECORDING RADIO 


MEETING MATERIALS 


1058 W. Washington Bivd. 
Chicago 7 « SEeley 8-4181 


~B 
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BUSINESS SCREEN 


THE INTERNATIONAL BUSINESS JOURNAL OF AUDIO & VISUAL 
COMMUNICATION FOR INDUSTRY—EDUCATION AND TELEVISION 


Number 7 ¢« Volume 20 ¢« 1959 


preview of contents 


The Sound Track: a Column by Dan Rochford 

Previewing the News of Pictures and People 

Forum: The Film Producer and Agency Relationships in TV 
News Along the Film Production Lines 

Award Honor Plaques at National Safety Congress 

A Worldwide Look at Scientific Film Production 

TV Commercials Share Chicago Art Directors’ Awards 

Ford’s Spectacular “Step Into the Sixties” 

Preview: The American Dentist and His Profession 

New Zealand: Portrait of a Land of Legend and Contrast 
Wonderful World: Coca-Cola Takes Viewers on Global Tour 
Sound Slidefilms Help Agents Sell Insurance 


Films Tell the Credit Union Story: an Association Report 


SPECIAL BUSINESS SCREEN FEATURE 


(Leading A-V Executives Look Into Films’ Future) 

Industrial Audio-Visual Association Meets at Princeton 
Case Histories OF CURRENT SPONSORED FILMS 
The Bell System Shows a “Plan for Pleasant Living”.............. 
Fund Films Aid Campaigns in New York, Pittsburgh, Boston 
Personality and Sales Success: a new Dartnell Picture 
Fire Underwriters’ Cartoon Lesson on Fire Safety 
Hartford Fire Insurance Company’s Safety Slidefilm 
BUSINESS SCREEN EDITORIAL DEPARTMENTS 

News of Executive Appointments in the Industry 
New Audio-Visual Products for Production & Projection 
Behind the Screen: Editorial Notes and Commentary 
Reference Shelf: a Brief Guide to Useful New Literature 


PLuUs: THE NATIONAL DirECTORY OF VISUAL EDUCATION DEALERS 


CHICAGO OFFICE OF PUBLICATION 
7064 Sheridan Road Building, Chicago 26, III. 
Telephone: BRiargate 4-8234 


IN NEW YORK CITY 
Robert Seymour, Eastern Manager: 489 Fifth Ave. 
Riverside 9-O0215 * MUrray Hill 2-2492 


IN HOLLYWOOD 
Edmund Kerr, Western Manager, 104 So. Carondelet 
Telephone: DUnkirk 7-2281 
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providing higher quality 


. Re-recording Theatre with 
sound on film at lower cost eightchannel mixing 
ira rhic ec wo cr byee ool 
an high fidelity - wll 
monitoring 


in less time... 


a 


|, SCREEN | | d€atina Capacity 45} |_| 


RE-RECORDING THEATRE 
- CONTR & STUDIO 
MACHINE ROOM NO. 2 
Root iL NO,2 









Projection Booth with l6mm and a 
5mm projection into each studio, MUSIC : 
interlocked for forward and reverse. q ANIMATIO®. | . _- 
EDITING RO~w | “eo R} t 
TRANSFER 
ROOM 


_———————— 


RECEPTION 
4 


— 
= 


Machine Room with facilities for 
optical or magnetic dubbing and 
recording on l6mm, 174mm, 35mm 
and '4-inch syne tape. 

Two Narration Studios with 
looping facilities for post-dubbing, 
two-position mixers, equalizers and 
high fidelity monitoring. 


Transfer Room for rapid transfer 
of sound from any medium to 
16mm variable area optical track 
negative or direct positive. No 


royalty charges. 


The Finest and Most Complete 
Westtex Commercial Sound Recording 


System in the Country! 


For full information and hy ; ; 
price list write, phone or wire y ro n motion puctures 
1226 Wisconsin Ave., N.W., Washington 7, D.C. | FEderal 3-4000 
1226 East Colonial Drive, Orlando, Florida | CHerry 1-4161 





PROVIDING EVERY EDITORIAL AND PROCESSING FACILITY FOR 16MM FILM PRODUCERS 
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- FOIOR 
IN THE 
ORIGINAL 


Let’s face it, color quality is best attained in the original reel. Attempts to correct spectral warps 

in later generations should be minimized. 

If you are under the illusion that “you can’t always get ideal color balance in the original,’”’ you 

should give serious thought and careful testing to 16mm Ansco Professional Camera Film Type 242. 

Type 242 is a low contrast, fine grain color stock designed specifically for camera use. It produces 

the finest possible print-through characteristics. 

In addition, Type 242 will consistently give flesh tones and red renditions that are markedly 

superior. 

And there’s only one way to find out about Type 242. . . by using it! 

In comparison tests with other materials you will get significant improvements in color quality 
. . you will know the difference and so will your customers! 

Ansco, Binghamton, N. Y., A Division of General Aniline & Film Corporation. 


Ansco 
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NO ROOM FOR DOUBT... 


Chile 








HAS ALL YOUR EASTERN PRODUCTION NEEDS 
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THE SPECIALIST'S 


Magic ToUcH 


See the difference... 


when 16mm Color Specialists process prints! 


Specialists are equipped to do the finest work. Their “Standard of 
Quality” is always highest. That’s why Color Reproduction Company 
has long ago earned the reputation for guaranteed quality which is the 
Standard of the Motion Picture Industry. See what the technical know- 


how and production skills of Color Reproduction Company specialists 


can do for your 16mm Color Prints! 


REPRODUCTION COMPANY 
7936 Santa Monica Blvd., Hollywood 46, California 
Telephone: Oldfield 4-8010 


The Newsreel: 


Catalog of Movies, Filmstrips 
Distributed Abroad by USIA 

* The United States Information 
Agency is distributing abroad a 
catalog of available American mo- 
tion pictures and filmstrips on edu- 
cation and productivity. 

The catalog, Education Section, 
1958: United States Educational, 
Scientific and Cultural Motion Pic- 
tures and Filmstrips Selected and 
Available for Use Abroad, de- 
scribes 4,395 motion pictures and 
filmstrips for sale, rent or loan. 

George V. Allen, director of 
U.S.1.A. commented, “The pur- 
pose of the catalog is to provide to 
individuals and institutions abroad 
responsible for developing visual 
information programs in their 
countries a source of information 
about the wide variety of motion 
pictures and filmstrips available 
from within the United States for 
education and instruction in speci- 
fied fields of activity. he 

* * * 


Processing of Kodachromel6 
Commercial 5268 Discontinued 
* Effective December 1, Eastman 
Kodak Company will no longer 
offer processing service for 16mm 
Kodachrome Commercial Film, 
Type 5268, it was announced (Oc- 
tober 30) by D. E. Hyndman, 
manager of the company’s Motion 
Picture Film Department. 

Early in 1958 Kodak discontin- 
ued processing of Type 5268 at its 
Rochester, Chicago and Flushing 
laboratories. Kodak had planned 
to stop processing of 5268 in Hol- 
lywood last June. On customers’ 
requests, however, processing serv- 
ice was extended to December | 
of this year. 

According to Hyndman, “Kodak 
stopped selling Type 5268 Film 
shortly after introduction of im- 
proved 16mm Ektachrome Com- 
mercial Film, Type 7255, in early 
1958. Consequently, current de- 
mand for 5268 processing has 
dropped to a point where it is no 
longer feasible to maintain proc- 
essing services for the very small 
amount of product still in users’ 
stocks.” i 

* a + 

Athletic Institute’s New Films 

: Completion of the Athletic In- 
Stitute’s motion picture, Careers in 
Physical Education, and approval 
of a new slidefilm, Beginning Fenc- 
ing, were among items slated for 
the coming year by that group. & 
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NOW! A RECOGNIZED SYMBOL 
MARKS THE FINEST IN FILMS 
FOR COMMERCE AND INDUSTRY 


COMMERCIAL & INDUSTRIAL FILM DIVISION 





More than just a trademark, this is a 
hallmark for the finest in film-making. 
When it appears on an industrial film, 
it is the accepted symbol of creativity, 
quality, dependability. It means that 
ideas, words and images have been 
projected to their utmost effectiveness. 


MGM COMMERCIAL AND INDUSTRIAL FILM DIVISION 


BILL GIBBS, GENERAL MGR 
NEW YORK « Sheldon Nemeyer * JUdson 2-2000 / CHICAGO « Bob McNear * Fi 6-8477 / HOLLYWOOD « Bob Fierman « UP 0-3311 
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Columbus Sets May. 1960 for Film Awards 


Entry Forms New Available for 8th Annual Ohio Festival 


rywe Eicutn Annual Columbus 

(Ohio) Film Festival, spon- 
sored by that city’s Area Chamber 
of Commerce, has been announced 
for May 4, 5, 1960. Award screen- 
ings and a festival banquet will be 
held on those dates at the Fort 
Hayes Hotel. 

In this second year of the Chris 
Statuette Awards, to be presented 
to films adjudged by community 
committees as “the most outstand- 
ing in their special fields,” preview 
prints will be accepted throughout 
November and December, 1959 
and category chairmen have been 
notified that judging of films en- 
tered in festival competition has 
already begun and will continue 
until April 1, 1960. 

Five months have thus been al- 
lotted for screenings and entrants 
are advised to notify category 
chairmen in advance of shipment 
so that they may arrange screen- 
ing schedules for their respective 
committees. 

Official entry forms may be ob- 
tained from Daniel F. Prugh, presi- 
dent, Film Council of Greater 
Columbus, Memorial Hall, 280 


Purposeful Communications 


a ae «ay 


East Broad Street, Columbus 15, 
Ohio. An entry fee of $4.00 is 
charged for each film entered up to 
1600 feet; a $5.00 fee is charged 
for longer films. 

Four main categories have been 
set for the Eighth Festival: 

I. Business and Industry Films, 
including (a) sales promotion and 
training pictures; (b) general in- 
formational films, and (c) indus- 
trial safety films. 

Il. Information & Education 
Films, including (a) primary 
grades; (b) high school level films; 
(c) college level films, and (d) 
public information films. 

Ill. Travel—U. S. and foreign 
travel films. 

IV. Special fields, including (a) 
health and mental health films; 
(b) religious motion pictures; (c) 
art and music films, and (d) fea- 
ture length films (U. S. and for- 
eign). te 

cad * co 
Freedom Awards on Feb. 22 

With entry lists now closed, the 
annual awards of the Freedoms 
Foundation, Valley Forge, Pa. will 
be made Feb. 22, 1960. Ly 


EFLA to Hold 2nd Festival on April 20-23 


Shift 1960 Exhibition Program te Barbizen-Plaza, N. Y. 


sp — SECOND American Film 
Festival, sponsored by the Edu- 
cational Film Library Association, 
has been scheduled for April 20- 
23, 1960 at the Barbizon Plaza 
Hotel, New York City. Entries are 
now being received for judging by 
Festival juries in the 33 competi- 
tion categories. 

Entry blanks and information, 
including data on entry fees, may 
be obtained from the Educational 
Film Library Association, 250 
West 57th St., New York City 19. 

To be eligible for jury screenings 
and awards, entries must be post- 
marked no later than midnight, 
January 20, 1960. 

Prior to April screenings at the 
Festival, all films submitted will 
be evaluated by pre-screening com- 
mittees approved by EFLA. Cate- 
gories include Education & Infor- 
mation films, Art & Culture, 
Religion & Ethics, Business & In- 
dustry, and Health and Medicine. 

Each of the pre-screening com- 
mittees will comprise a minimum 
membership of two experts from 
the field of audio-visual produc- 
tion, two who are specialists in the 


ae 


WILLARD 


subject area, and two who are 
“highly qualified through experi- 
ence in the use of films with the 
appropriate audiences.” ig 


* * * 


Show Europe's Best Pictures 
at the London Film Festival 
ve Showings of cartoon and short 
films, including award-winning ani- 
mated films for cinema and tele- 
vision advertising were featured 
during the London Film Festival, 
sponsored by the London County 
Council and the British Film In- 
stitute and held at the National 
Film Theatre in London from 
October 12 to November 1. 

Two Halas & Batchelor films, 
The Cultured Ape, which was 
awarded a first prize at the Venice 
Festival and Energy Picture, win- 
ner of awards at Venice and Mos- 
cow were among the subjects 
screened. The Czecho-Slovakian 
feature film, Midsummer Night's 
Dream, a puppet production, 
opened the feature section of the 
Festival. Ly 


(OTHER EVENTS ON PP. 4, 31) 
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Fast action, undersea location. This blow-up of a scene from Ivan Jors’ production, “Underwater Warrior,” 


shows how Du Pont “Superior” 4 can give you 


good action shots in any light. Mr. Tors, shown et right ready to dive, always accompanies his actors, directors and crew when filming underwater. 


“Shooting ‘SEA HUNT’ we need 


46. u 5. pat. OFF 


the exceptional speed of ‘Superior’ 4” 


says lvan Tors, producer of the TV series, “SEA HUNT,” for ZIV 


Television Programs, Inc., and ‘Underwater Warrior,’’ released by MGM. 


“These pictures wouldn't have been possible 
without DuPont ‘Superior’ 4,” states Mr. Tors. 
“Its high speed and wide latitude make it ideal 
for underwater sequences. With ‘Superior’ 4 in 
the camera, we know that anything we see with 
our own eyes the camera can see better.” 

And Mr. Tors does see it with his own eyes. 
Whenever he shoots underwater, he and his 
secretary, both expert divers, go down with the 
director, lighting men and actor-divers. He’s 
right on the spot and knows from firsthand ex- 
perience the problems that can come up in sub- 
marine cinematography. 


“Talk about tough locations— most of them are 


Better Things for Better Living . . . through Chemistry 


VOLUME 


20 1959 


child’s play when compared to the bottom of the 
sea,” he says. “The light’s strange, you have to 
use special cameras that are pretty tricky and, if 
your shot’s not right the first time, re-shooting 
can be awfully expensive. You've got to have a 
film you can depend on—that’s why I always use 
Du Pont ‘Superior’ 4.” 

For more information about Du Pont Superior® 
4 Motion Picture Film and other fine nega- 
tive and positive films, contact the nearest Sales 
Office or write DuPont Photo Products Depart- 
ment, 2432-A Nemours Building, Wilmington 98, 
Delaware. In Canada: DuPont 
Limited, Toronto. 


of Canada 








ANNOUNCING 


a new half-hour sound movie for 
your sales meetings and sales- 
training courses . . 


“DEVELOPING 
YOUR SALES 
PERSONALITY” 


This 30-minute sales-training film fills 
a real need! As every experienced sales 
executive knows, a salesman cannot be 
fully effective without a good sales per- 
sonality. No matter what knowledge he 
may have about his company, its product 
or service, without a winning sales 
personality he cannot be a winning 
salesman. 


This “show-how” film features two of 
America’s top sales personalities 
Borden and Busse. Through a series of 
lively demonstrations, the two Mr. B's 
show common personality quirks that 
so often lose sales — and then show how 
to develop personality habits that will 
help any salesman do a better selling job. 
You can expect solid sales results when 
customers see in your salesmen the per- 
sonal qualities they expect — integrity, 
reliability, sincerity, courtesy, enthusi- 
asm, friendliness. 

This is a “must” film for your sales- 
training schedule. It fits all lines of 
business and applies to veteran salesmen 
as well as trainees, Reserve a print now 
for your next meeting. Prints are 16mm., 
sound, black and white. For purchase or 
rental information, write to Dartnell. 
Details will be sent by return mail. 


DARTNELL 


CORPORATION 
1803 Leland Avenue 
Chicago 40, Ill. 


“HEADQUARTERS FOR SALES-TRAINING FILMS” 


FREE! Directory of 
Sales-Training Films 


Name 


Position 

Company 

Street 

City Zone__.. State 


MAIL COUPON TODAY TO THE 
DARTNELL CORP., CHICAGO 40, ILL. 





A Column of Commentary 
on the Communication Process* 


positive only when it is negative. And 

this seems to be true of U. S. industry’s 
system of “free enterprise” as we drive into the 
decade of the °60’s. 

One of the memorable experiences in the 
Overseas Branch of the Office of War Informa- 
tion in the winter of 1942-43 was to be in the 
same room each night with Robert E. Sherwood 
and Joseph Barnes and their associates who 
were deciding content of U. S. world radiocasts 
for the next 24 hours. 

It was hard to be consistent from day to day. 
The news was usually dreadful. The Nazis 
were slicing into Russia like a hot knife through 
soft butter. Europe was on its back like a 
badly beaten dog. 


G rostive It SEEMS that democracy is 


Communism and the Roman Catholic Church 

We worked from specifics. A bit of news 
here. An explanation there. A denial. A prom- 
ise. A condemnation. And from these bits and 
pieces night after night, and week after week, 
the U. S. propaganda line to fortress Britain, 
to paralyzed half-occupied France, to neutral 
Turkey, to the resistance fighters in the Balkans 
and to our potential helpers wherever they 
might be, took shape. 

In our Target Area Control group about 30 
of us had the related job of translating the 
daily directives from the State Department and 
the armed forces into longer-ranged propa- 
ganda materials; printed matter, films, and 
activities. 

Europe, in those months, seemed to have 
only two anti-Nazi ideological “packages” 
which men would apparently fight and suffer 
for. One was Communism. The other was the 
Roman Catholic Church. 

“Democracy” as such didn’t seem saleable. 
France had had “democracy.” It had meant 
government by confusion, economic chaos, and 
surrender to Hitler. Italy had had “democracy.” 
It had meant trains that didn’t run on time, 
poverty, hopelessness, lack of pride in being 
Italian. Even the English seemed to have their 
semantic doubt about our U.S.A. democracy 
“package.” 

I will never forget a North Atlantic solo 
crossing in a 3,000 ton Norwegian freighter in 
January, 1943. I talked to the English pilot 
as we awaited dawn to clear the mined channel 
into Bristol harbor. He was my age, had a 
daughter the age of mine. 

“No, Mr. Churchill’s fine now,” he said, 
“but we don’t want him five minutes after the 


*Currently, and for the past 16 years, Mr. Rochford has 
served as Advisor on Management-Employee Communication 
for the Standard Oil Company (New Jersey). These column 
views are his own, based on a career of film and business 
experience that began with Pan Am. Airways in the 20's. 


war is over. We don’t want any more capital- 
ism and unemployment.” 


Not Sure About Cancer From Smoking 

Today as the decade of the °60’s retests our 
“democracy,” our capitalism, and the things 
we too will fight for and suffer for, they still 
seem positive mostly by what we are against. 
And in many ways it is not as easy to be against 
today’s evils as it was to be against the racial 
butcheries and mad heartlessness of Hitler. 
People know what to do about a case of leprosy. 
They are not quite so sure about cancer from 
smoking. 

This has application to the work of all of 
us who are trying to “sell” ideas and the 
changes in attitudes and actions which are 
stimulated by those ideas. 

All ideas require articulation. 

They must be expressed, 
and understood, 

then accepted, 

and finally, acted upon. 


Beware Omission of That Fourth Step 

Today there are the same five steps for sell- 
ing an idea that my brother years ago told me 
govern the sale of flour. He was taught them 
in the Pillsbury Mills’ training course. 

1. Attract attention 

Arouse interest 
Create desire 

4. Satisfy caution 

5. Get action 

I repeat them, at the risk of boring colleagues 
in the fields of industrial training and selling, 
because several training departments who 
should know better, omit step 4. 

The great screen tragedy of the U. S. in the 
decade of the *50’s was presented by Charles 
Van Doren, who became a national hero be- 
cause of the television screen. His black head- 
line was only one inch high and fourteen inches 
wide. But it thundered from across the top of 
the front page of the New York World-Tele- 
gram Friday, October 23, 1959, “VAN 
DOREN ADMITS HE LIED.” 


Does Every Man Have His Price? 

How could such a man, from such a family, 
do what he did? He had become a symbol, not 
only of intellectual ability, but of the charm 
and integrity and desirability of advanced edu- 
cation. 

Could it be that most of us cheat in little 
ways? The involvement is gradual. We never 
intend to go much beyond the first step, or at 
most the second, or perhaps the third. And then 
suddenly we find ourselves trapped. We have 
taken the big bribe. 

“Every man has his price.” And in the first 
phase of what he did, Charles Van Doren dis- 
closed his. And that phase passed into a period 
of months in which he must have hoped that 
what he had done would never find him out. 
But it did. Then came phase B which was 
marked by the reassertion of his basic character 
and principles. 

What’s Wrong About Having Three Wives? 

Each of us needs a code, a credo. If you are 


clear in your credo, the little bribes do not 
(CONTINUED ON PAGE SIXTEEN) 
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One year later and your motion picture is still working for you 





Two years later and your motion picture is still working for you 

















Three years for you 


ae always working for you! 


Five years 
Intelligently planned, skillfully written, and 


Six years l carefully produced business motion pic- 


tures have no end of usefulness. We can 
seven years 


cite examples where motion pictures we 
Eight years produced as long as five...nine...seventeen 


. ...and even twenty years ago...are still 
Nine years 


working for the sponsoring companies and 


Ten years 1 commanding the undivided attention of 


their audiences. We don’t know of any 







Eleven year for you 


other media for reaching your various 







Twelve yea publics that can make that claim. Do you? for you 







Thirteen ye mg for you 








Fourteen ye g¢ for you 


Fifteen years later and your motion picture is still working for you 
Sixteen years later and your motion picture is still working for you 


seventeen years later and your motion picture is still working for you 
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PROFESSIONAL 


QUALITY 


EMPIRE PHOTOSOUND 


INCORPORATED 
Films for industry and television 


1920 LYNDALE AVENUE SOUTH 
MINNEAPOLIS 5, MINN. 
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in quality 


COMPCO 
PROFESSIONAL 
REELS AND 
LY 


A Major Advance in Film Reel Construction 


PRECISION DIE-CAST ALUMINUM 
HUB COMBINED WITH SPECIAL 
TEMPERED STEEL REELSIDES MAKES A 
TRULY PROFESSIONAL REEL. 


MUCH MORE STURDY — TRUER RUNNING 


COMPCO reels and cans are finished in scratch. 
resistant baked-on enamel 

Be assured a lifetime of film protection with these 
extra quality products 

Write for complete information 


REELS AND CANS + 16 mm 400 ft. through 2000 ft 


COMPCO corporation 
1800 NO. SPAULDING 
CHICAGO 47, ILLINOIS 


Over A QUARTER of o CENTURY 


THE SOUND TRACK: 
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involve you. You reject them by reflex, auto- 
matically. You do not cheat, even in the little 
things. And this saves you from the tragedy of 
being untrue to yourself in the big temptation. 

For the most of us, our credos are more 
clearly seen because of those things we are 
against or not against. A friend of mine who 
is public relations counsel to two of the most 
successful firms in the USA told me that dur- 
ing the WW II rationing, his family cheated 
on sugar but not on canned goods. My family 
did not cheat on sugar. But we did not report 
the extra cans of beans I had stashed away. 

When I was in the Middle East in 1955 I 
had a fellow working with me who had three 
wives. The only thing wrong about it was that 
he really didn’t earn enough to take proper 
care of three wives. Within his religion and his 
country’s law, he could have had four wives. 

If you put a dime in a telephone coin box, 
and it comes back to you after you make your 
call, do you pocket it? What if you find several 
coins in the receptacle when you enter the 
phone booth? 


Signing a Man’s Name to a Dollar Check 

Those of us who tend to pocket the coins, 
probably satisfy our moral doubts by rational- 
izing that in times past a telephone coin box 
has gobbled our dime when we didn’t complete 
our call. Or we sidestep the moral implications 
by pretending it’s just the same as finding a 
dime on the sidewalk, “Finders keepers, losers 
weepers.” 

And that’s how corporations get into trouble 
in their public relations. Some employee de- 
cides not to make a moral issue where there 
should be one. Reputable representatives of a 
mid-western oil company signed names to a lot 
of telegrams to Congress. Yet they would never, 
in the blindest moment of expediency have 
signed any man’s name to a check for even 
one dollar. 


She Should Have Smoked Cigars 
Some moral standards change. A friend of 
mine lost money trying to operate his restaurant 
in the basement of Boston’s Park Street Church 
while obeying the church rental rule against 








HOW TO UP-GRADE AUDIO VISUALS 


BUSINESS SCREEN SPECIAL FEATURE 


On pages 43-47 of this current issue, 
some 20 executives who direct various 
phases of their company audio-visual 
activities in the U.S. and Canada, speak 
up for progress in the communications 
field. Their experienced counsel bears 
careful reading by management! 

It is no coincidence that the millions 
expended for films and related audio- 
visual media in these companies are 
rated the most resultful in business. We 
plan to carry an early supplement on 
this important editorial topic. —-OHC 

















allowing women customers to smoke. Nearby 
restaurants were allowing it. 

That “moral” standard existed into the ’20s. 
I can remember at home in Minneapolis as a 
boy, hearing a man dinner guest of my father’s 
say of then President Theodore Roosevelt, “But 
what a disgrace it is for him to have a daughter 
who actually smokes cigarettes in the White 
House.” There was a special hiss on the word 
cigarette. 

The man didn’t say so, but I gathered that 
it wouldn’t have been quite so immoral if she 
had smoked cigars. 

Would a credo have saved Charles Van 
Doren? 

Will a free enterprise credo help the capi- 
talist world solve the problems of explosive 
increases of populations needing food, shelter, 
and most of the other essentials for survival? 


Can Management Break It Up Into Words? 

Will a credo help U. S. world trade meet the 
undercutting of Russian goods and services be- 
ing exported during the 1960s? 

Will a credo protect U. S. management pre- 
rogatives, reduce featherbedding, promote bet- 
ter unionism, strengthen the sense of responsi- 
bility for good workmanship among employees, 
and make us cooperate more cheerfully and 
more profitably? 

Obviously we must know what we want and 
the price we are willing to pay for it—in think- 
ing, in bodily effort, in emotional involvement, 
and in using up days and nights of the most 
irreplaceable thing we have—namely, our time 
on this earth. 

There are those who say, “Too many words. 
Too many speeches. Let’s talk less and do 
more.” 

Yet until you have articulated the thought: 
until you have put it into words, simply and 
clearly, your actions will not be successful. 

Most of us who read BUSINESS SCREEN work 
for somebody else. To succeed for those who 
pay us, we need to know their guide lines, their 
goals, and the prices they are willing to pay for 
the things they expect you to help them gain. 

And this brings me to “Project: Guide Lines” 
and the next issue of this column. This will be 
an effort to establish in broad outline, the bases 
upon which a U. S. business enterprise in the 
1960s can take its ideological stand. I 


NEVER 


in all our years in business 
have we failed to keep a 
delivery date promise! 
Our clients like that assur- 
ance... so will you! 


KNIGHT STUDIO 


159 East Chicago Avenue, Chicago 11, Illinois 
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Responsibility for the free flow of goods and services and the 


pleasurable use of the auto rests with all of us, with every indi- 


vidual and corporate citizen. Solutions for traffic problems 


which often threaten business, industrial and civic growth can 


be and have been found. 


Dynamic Films, Inc., under a special grant from PERFECT 
CIRCLE CORPORATION, a pioneer of automotive progress, and 
with the guidance of leading traffic, safety and automotive 


engineers and educators*, has produced a film entitled 


AUTO U.S.A. 


to help motivate your community to deal with its traffic problem. 
AUTO U.S.A. shows that the answer to traffic and highway con- 
ditions lies not in apologising for the motor car, or abusing the 
motorist, but in action toward solutions that work, that are the 


result of the application of practical, scientific developments. 


PRINTS OF THIS FILM (WITH DISCUSSION GUIDE) ARE AVAIL- 
ABLE as part of your program of positive community relations. 


Your inquiry is invited. 


*MEMBERS OF AUTO U.S.A. ADVISORY COMMITTEE 


D. GRANT MICKLE DAVID M. BALDWIN 
Automotive Safety Foundation Institute of Traffic Engineers 
FRED W. HURD* DR. LEON BRODY* 

Yale University New York University 
Bureau of Highway Traffic Center for Safety Education 


DOR. JAMES tb. MALFETTI 
Columbia University Safety Education Institute 


*members of Research Committee of the President's Committee for Safety 



































Railroad Ad Managers invite 
Films to Compete for Awards 

Motion pictures on railroading 
themes are included among the 
communication media eligible for 
the 9th Annual Golden Spike Ad- 
vertising Competition awards, 
sponsored by the Association of 
Railroad Advertising Managers. 

rhe competition is open to any 
firm, industry or organization— 
others than railroads—whose ad- 
vertising or promotion contributes 
to a better understanding of the 
importance of railroads or which 
directly or indirectly helps to pro- 
mote rail freight or passenger traf- 
fic 

Films released from January | 
to December 31, 1959 may be en 
tered. Television and radio pro 
grams or spots are also eligible 
Entry blanks may be obtained by 
writing to the chairman of the 
Awards Committee, Albert I 
Kohn, General Advertising Man 
ager, Southern Pacific Co., 65 
Market St., San Francisco 5. Films 
must be received not later than 
January 15, 1960 

In addition to the “Golden 
Spike” plaque to the winner, Cer 
tificates of Merit will be issued to 
other entrants worthy of awards 
These will be made at the Asso 


Award Programs and a Merger in the News 


Films Are Eligible for Golden Spike: Competition in Canada 


ciation’s annual meeting in the 
spring of 1960. Vd 


* * * 


Entries for 12th Canadian 
Awards to Close January 15 

Entries for the 12th Annual 
Canadian Film Awards, open to 
all films produced in Canada and 
during 1959, will be 
closed on January 15, 1960. A 
record number of entries has been 
forecast by Charles Topshee, chair- 
man of the Management Commit- 
tee of the Awards which are jointly 
sponsored by the Canadian Film 
Institute, the Canada Foundation, 
and the Canadian Association for 
Adult Education. 

Canadian companies and other 
groups desiring to participate 
should address the Awards Com- 
mittee, 1762 Carling Avenue, Ot- 
tawa for entry forms. Films will 
be accepted until February 15th, 
one month after the closing date 
for entries. The Awards will be 
presented in May. 

Categories for non-theatrical 
entries include Arts & Experimen- 
tal Films, Children’s, General In- 
formation, Public Relations, Sales 


released 


Only in Hollywood... 


can you find the wealth of motion piciure 


making 


century. have 


facilities 
made 


capital of the world. 


In the field of business films. too 


which, for 


nearly half a 


this community the film 


Holly wood s 


and Promotion, Training & In- 
struction, and Travel & Recreation. 
Television - films and filmed TV 
commercials are also eligible. 

The Association of Motion Pic- 
ture Producers and Laboratories of 
Canada will also make its annual 
presentation of a trophy for the 
best, amatgyr film. Ly 
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Merger of Orr Industries 
into Ampex Now Effective 

Merger of Orr Industries, Inc., 
Opelika, Ala., into Ampex Corp., 
Redwood City, was effective Oct. 
7, according to the two firms. 

Orr now operates as a division 
of Ampex. 

George Long, Jr., Ampex presi- 
dent, commented, “We are confi- 
dent that the merger will be ad- 
vantageous to our stockholders, 
primarily for the reason that a 
complete operating and financial 
integration of the activities of the 
two companies will make possible 
development of better recording 
equipment and better magnetic 
tapes. We believe this will result 
in greater earnings for Ampex 
Corp. and a greater technological 


contribution to the magnetic re- 
cording industry.” 

Holders of Orr common stock 
and stock purchase warrants issued 
by Orr (previously ORRadio In- 
dustries, Inc.) are now entitled to 
exchange their shares of Orr for 
Ampex shares on the basis of one 
share of Ampex for 2.2 shares of 
Orr. Vy 

% * ‘* 
A/F Elects Finehout a V.P. 
vx Robert Finehout, who has been 
manager of sales promotion and 
advertising of Association Films, 
Inc., has been elected a vice-presi- 
dent of the firm. I 


aK * 


Aetna Safety Cartoon 
Wins Yugoslav Film Award 

A safety film of Aetna Casualty 
and Surety Co. has won the top 
award for animated cartoons at the 
Yugoslav Traffic Films Festival of 
1959, held in Belgrade. 

The film, titled Look Who's 
Driving, is an eight-minute color 
cartoon dramatizing the conse- 
quences of childish behavior be- 
hind the wheel. It was the only 
United States film to win a festival 
award. The Yugoslav award was 
the fifth won by the film in United 
States and European competi- 
tion. > 


unquestioned technical leadership and its larg: 
pool of creative and production talent are 
make 


produc tion of better films. on faster schedules. 


important because they 


possibl. the 


at lowe r cost 


As one of the nationally recognized firms in 
Hollywood, specializing in the production of 
industry, CATE & MeGLONE is 


respected for its uncompromising 


films for 
standards 
of quality and its long record of successfully 
serving an important list of both eastern and 


western clients 


Illustrated: Complete moc kup of DC-8 Jetliner 
used in filming “Assignment DC-8” for Delta 
fir lines and “Flight 803” for United Air 
Lines, both ¢ & V productions. 


CATE and MSEGLONE 
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a preducer’s views on communication principles 


Previewing the News of Pictures & People 


Strauss Talks at Labor Dept. 
on Effective Communication 

Speaking by special invitation at 
a conference of the Department of 
Labor in Washington on Novem- 
ber Sth, Henry Strauss, executive 
producer of Henry Strauss & Co., 
told 60 Senior Staff members that 
too many people concerned with 
communications were more in- 
volved with the mechanics of trans- 
mitting information than with the 
validity of the message. 

More important than the tech- 
niques of communications, Mr. 
Strauss said, was the necessity to 
insure that what is said be not 
phony. Communicators must es- 
tablish an honest climate of confi- 
dence in any plant or working sit- 
uation before their information 
will be accepted — regardless of 
what techniques are used for com- 
municating. 

Mr. Strauss went on to say that 
while industrial communications 
might be called an effort to in- 
fluence men’s minds, there is a 
point at which this becomes ma- 
nipulation — the message becomes 
too much, too strong, or too 
phony. When the circuit of confi- 
dence is broken, it can boomerang 
back at the communicator with an 
exactly opposite effect from what 
was intended. 

The producer showed a film his 
company has made, More Than 
Words, which tells of the practical 
needs of people for finding a com- 
mon ground they can use for un- 
derstanding each other. The film 
explains that in each communica- 
tion there is a “sender” and a 
“receiver,” both of whom huve 2 
mutual responsibility for making 
the meeting of minds work. ye 


oe * a 


Challenges Facing Education 
Shown in “Back to School-59” 

A new 16mm-sound film report- 
ing on the challenges which con- 
front American education today 
has been made available on free 
loan to parent and teacher groups 
and other interested adult audi- 
ences. 

Back to School—’S9, originally 
a special NBC telecast, says that 
the big problem of American edu- 
cation is not Russia but the con- 
structive meeting of our own “need 
to know.” NBC commentator Da- 
vid Brinkley narrates the film. 

In visits to many parts of the 
country, the 52-minute motion 


picture touches upon problems of 


overcrowding, integration, and lack 
of funds. Some major achievements 
of American education are also 
shown. “The most encouraging 
footage,” commented THE New 
York TiMes, “dealt with recent 
advances in curricula and tech- 
niques.” These sequences include 
scenes of classes for the gifted and 
a special method of teaching a for- 
eign language. 

The original telecast was pro- 
duced by NBC Television for the 
National Education Association. 
It is now being made available to 
16mm groups through the cooper- 
ation of Remington Rand. Prints 
may be obtained by contacting 
Modern Talking Picture Service, 
Inc., at 3 East 54th Street, New 
York 22, or any of its regional 
film libraries. yy 

* * * 
Gordon Hough to AMF, Int'l. 

Gordon L. Hough, formerly of 
Creole Petroleum Corp., has been 
named director of public relations 
of American Machine & Foundry 
Company’s international group. 

Mr. Hough has been active in 
audio-visual work for many years. 
with the U.S. Navy, March of 
Time, and Film Counselors, Inc. 
He is a member of the Industrial 
Audio-Visual Association. Le 

* * * 


Vicom Opens Rochester Office 

Fred E. Aufhauser, formerly 
president of Projection Optics 
Company, Rochester, New York, 
announces the opening of the com- 
pany’s new offices at 800 Linden 
Avenue in that city. 

Vicom, Inc., will specialize in 
the field of motion picture equip- 
ment, magnetic film recording sys- 
tems, audio-visual systems and op- 
tical projection systems as manu- 
facturers, distributors and con- 
sultants to industry. ne 

* * * 
Nat’! Council of Church Film 
Dept. Moves to New Quarters 

The Film Distribution Dept., 
Broadcasting and Film Commis- 
sion of the National Council of 
Churches of Christ in the U. S. A., 
is now at new headquarters, the 
Interchurch Center at 475 River- 
side Drive, New York City. 

Two timely new filmstrips, The 
U. N. Way to Freedom and The 
Youth Workers’ Audio-Visual Kit 
have been announced by J. Mar- 
garet Carter, director of film dis- 
tribution for the BFC. Ly: 
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A NATIONAL NETWORK 


MEMBER 
NATIONAL 
AUDIO: 
visual 


ss0ciaTion 


OF 
AUDIO-VISUAL EXPERTS 


to help you with sales meet- 
ings anywhere 

to advise you on all audio - 
visual problems 

to supply rental equipment for 
any audio-visual need 


To solve any audio - visual 
problem, anywhere, at any 
time, your logical right-hand 
man is the nearest NAVA 
Dealer. Members of the Na- 
tional Audio - Visual Associa- 
tion are trained, experienced 
professionals who can help 
you locally and put you in 
touch with other NAVA mem- 
bers anywhere in the country. 
For aid in planning a conven- 
tion program . . . help in set- 
ting up a series of meetings in 
many cities . . . advice on the 
best way to sell your story 
with audio-visuals . . in short, 
for any audio - visual need, 
make use of the NAVA man’s 
experience, equipment, and 
expert service. For a free di- 
rectory of NAVA Dealers, 
coded to indicate available 
items of rental equipment, 
send in the coupon. 


MEMBER | 


National Audio-Visual Association, Inc. 
Fairfax, Virginia 


Please send me a list of NAVA Dealers, 
coded to show services and rental equip- 
ment offered by each 


Name 
Company 
Address 


City and State 
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As every Pro knows, CEeco carries just about 
every quality product under the photographic sun. 


But you need more than cameras, tripods, 
dollies and recorders—you need more than 
lenses, viewers, blimps, generators and lights. 


You need answers to important questions— 
how to successfully translate scripts into film. 
No one man knows all the answers. 

That’s why Ceco employs a staff of experts 

in every category of film-making—cameras, 
recording, lighting and editing. Collectively 
we have all the answers to help make you an 
outstanding producer, director or cameraman, 


You owe it to your career to use CECO service 
for Sales, Rentals, Repairs ... and advice. 


CECO Small Gyro Tripod 


Features “controlled 
action” with slow and 
fast speeds for both 
panning and tilting. 
Weighs only 19 lbs. 
Ideal for 16mm 
Maurer, Mitchell, 

B & H Eyemo and 
Makes film editing a breeze. Easy threading, portable, will not similiar cameras. 
scratch film. Enables editor to view film from left to right on $650.00 

large 6” x 442” brilliantly illuminated screen. Sound Reader and/or 
Counter can be easily attached. Available in 35mm model. 

16mm PROFESSIONAL FILM VIEWER $350.00. 35mm Model $500.00 


16MM Professional Film Viewer— 





Auricon Cine — Voice Conversion 


: R-15 FILMLINE Developer 
Cine—Voice Camera modified to 


accept 1200-ft, 600-ft, and 400-ft. Develops reversal and negative-positive film 
magazines; has torque motor for at 1200 ft. per hour. Has variable speed 
take-up. Also includes Veeder drive. Permits complete daylight operation. 
footage counter and 3-lens turret. Exclusive overdrive eliminates film breakage. 
Conversion only—$450.00 less mag- $2,995.00 
azine. 





TEWE Directors View Finder Modei C 


For academy aperture, wide screen, cin- FP s.s 
GROVER Grip emascope, vistavision and IO TV cameras. 
\ 
_ 


: 
~< 
- 


Holds a light wherever space is Zoom type with chain & leather case 
tight. No springs, no slip. Has 8” $100.00. 

spread. Both ends padded against 

marring. Weighs less than 2 lbs. $6.85 


ADDITIONAL PRODUCTS ~~ 


SALES * SERVICE RENTALS we 


Camera Equipment Company offers the world's 
largest and most comprehensive line of pro- 
FRANK C. ZUCKER fessional cameras, accessories, lighting and 


editing equipment. The quality product isn't 
¥ AITIERA UIPMENT oO. ic. made that we don't carry. See our Splicers, 
9 — exposure meters — projectors — screens — 


marking pencils and pens — editors gloves — 


Dept. ug” 315 West 43rd Street, New York 36, N. y. editing machines, racks, barrels, and tables — 


stop watches. 





STUDIO HEADS SPEAK UP ON AGENCY FILM BUYING 
tw Chicago's active Agency Broadcast Producers’ group, headed 


by Lee Randon, devoted a recent evening to the film producer’s 


views on agency film procurement. Here’s what three speakers 


representing Eastern Midwest and Western studios had to say: 


Focus on the Selling Objective! 


| 


Earl Klein... for the West 


ae RTISING AGENCY producers 
4 of television commercials 
should keep their eyes glued to the 
overall objectives of their 
message rather than to the petty 
details of production. 

I recall an experience involving 
a major agency’s film executive for 


sales 


by Earl Klein, Animation, Inc. 


whom we screened a sample reel, 
one which had won high praise. 

When the lights came on, his 
first question was “what lab does 
your printing?” 

There is over-emphasis on the 
technical aspects of film making to 
the detriment of the sales message. 
The agency should provide the 
broad outline and give the pro- 
ducer of the commercial freedom 
to operate. 

Agency producers should insist 
on getting a pencil test of their ani- 
mated commercial. Most reliable 
houses make this test anyway. 

But it doesn’t always work when 
there is an Over-eager agency pro- 
ducer looking for insignificant de- 
tails. I 20-second spot 
where the agency producer felt the 
fingernails were not 

The changes were 


recall a 


character's 
long enough 


GOING OUR WAY? WE AND 


ESSO STANDARD OIL COMPANY 


é 


a 


made and the action drawn up on 
both paper and celluloid. 

After seeing the spot, the pro- 
ducer decided the nails were long 
enough but not sharp enough. Half 
of the drawings making up the spot 
had to be changed at a cost of 
$1.50 per cel. When we screened 
the finished spot for the agency ac- 
count executive, I asked him how 
he liked the fingernails. 

“I didn’t notice he had any,” was 
the cryptic comment. 


Seeking perfection is an admira- 
ble goal but emphasis on perfec- 
tion would be better directed where 
it really counts — in the concept 
and in those intangibles which 
make for a successful sales mes- 
sage. Select your producer on the 
basis of past performance and cur- 
rent samples . . . then give him 
enough freedom to operate to put 
his creative talent to use in an un- 
hampered fashion. This will give 
you the best possible results. 


Some Film Buyers We Won't Miss 


by Fred A. Niles, Fred Niles Productions, Inc. 


OWENS -CORNING FIBERGLAS CORPORATION <«f 


i ee NoTcH TELEVISION com- 
mercials aren't made by good 
film producers alone—it also takes 
good buyers in the agencies where 
this work is given its proper recog- 
nition and treated with real under- 
standing. Since present company 
at this forum has shown that kind 
of dedication to the problems in- 
volved, let’s define those who 
haven't been good buyers in the 
past. 

There’s the man who lacks 
thority to make changes to fit 
shooting when those changes 


au- 
the 


are 


j 4 wa, S tl 
>. 


~ 


OUR CLIENTS ARE TRAVELING 


ee 


aro 
SALES COMMUNICATION, ING, 
THE BORDEN COMPANY | ant : 
GENERAL TORS DIESEL 
COLGATE-PALMOLIVE COMPANY 
EASTMAN CHEBBCAL PRODUCTS INC. 


NATIONAL LUMGER MANUFACTURERS ASSOCIATION 


BLACK & DEC 
EASTMAN KODAK COMPANY 


FE INSURANCE LADIES HOME JOURNAL 


INSTITUTE O 


\ CLAIROL 
SOCGNY MOBIL OIL. COMPANY - | 


ANHEUSER-BUSCH 
CHAS. PFIZER & CO., INC. 


THE DOW CHEMICAL COMPANY 


GOING OUR WAY? IF SO...CONTACT 











essential and called for. This man 
is afraid to deviate one word from 
the script or to change a camera 
angle. 

Then there’s the disorganized 
buyer. He’s not properly prepared 
to put the spot into work so he ad 
libs the shooting techniques, 
changes his mind on the set and 
improvises his way to failures. Or 
into needless, costly changes. 

We've also met the cautious, 
“let’s shoot it again” type. An ex- 
cellent take has been made but this 
man wants two or three more takes 
to choose from, running up the 
cost of time, materials, and talent. 


The “alibi” buyer always blames 
the producer . . . even when the 
key decision to which the client has 
objected was his alone. But he’s 
not quite as hard to take as the 
“chiseler” who tries to build his 
reputation as a “close” buyer. 
After a few years and a declining 
clientele, he finds that you always 
get just what you pay for, that wise 
buying leads to the best results. 

Fortunately, we aren’t plagued 
by the “pay-off” type but we ought 
to remember him and those costly 
commercials he represents. They're 
seldom any good—they just cost 


TOGETHER IN THE DIRECTION OF 


THE MOST EFFECTIVE FILMS IN 


more because you have to pay for 
him, too! 

Let’s be thankful we don’t meet 
many of these “types.” But we do 
have other problems. Like enough 
time to properly bid on complex 


work; like bidding on jobs already 
destined to go elsewhere. But we'll 
survive all that . . . doing our best 
on each new series in the house . . . 
helping make clients happy as their 
spots help make sales go up. & 


Above All, Let’s Stay Creative... 


by Lee Blair, Film Graphics and Television Graphics 


GREAT deal has been written 
and spoken about the desira- 
bility of the creative approach... 
about the people who work in 
agencies which help provide a true 
creative environment. Very few of 
us actually pause to try and define 
the meaning of that elusive word— 
creative. Since most discussions of 
this nature eventually end by try- 
ing to define the meaning of the 
word, let’s start by defining it .. . 
I think that to be creative is to 
be inventive. searching, daring and 
self-expressive. In being this way 
what you do becomes interesting 
to other people. The creative ap- 
proach disturbs, upsets, enlightens 
and invests with a new form or 
character. It opens ways for better 
understanding. 
The relationship between the 
agency producer and the film pro- 





ducer should be a creative relation- 
ship. The old attitude of “we're 
the brains, you're the hands” is 
just not conducive to good and in- 
spired work. The production of 
first rate advertising films is most 
definitely a mutual undertaking 
where both responsibility and au- 
thority are shared by both agency 
and producer alike. 


15% That Lack Preparation 

Eighty-five percent of all televi- 
sion commercials are very care- 
fully visualized, written and 
subsequently produced. The other 
fifteen percent suffer badly from 
lack of preparation. Within these 
agencies, the responsible team of 
the writer, account executive and 
agency film producer probably suf- 
fer from a lack of communication. 
You, whose job it is to see these 











WIDE SCREEN FILMS 
PFIFL MOGRA PHS 





. for the East 


Lee Blair. . 


films produced properly, some- 
times do not see the script or 
storyboard until after it has been 
approved and has had written into 
it many things which simply do not 
work when you finally try to piece 
it all together. 

When you see something in 
preparation that appears on the 
surface to be logical and workable 
but which on second thought will 
not work or could be done better 
some other way, sound off about it 
right then, not later when you have 
(CONCLUDED ON NEXT PAGE) 

















REGULAR FILM STRIPS 


SPECTACULARS 
SLIDES * VU GRAPHS 
FLIP CHARTS * BOOKLETS 
16MM SLIDE MOTION 


















THE INDUSTRY 
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AVON PRODUCTS INC. 





MOTOROLA, INC. 











NATIONAL SERVICE BOARD 
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PAN AMERICAN WORLD AIRWAYS = 
TIME, INC, 


PLYMOUTH 


GENERAL ELECTRIC COMPANY THE SATURDAY EVENING POST 






PEPSI-COLA COMPANY 





VISUALSCOPE 


| N Cc Oo R P O R A T e D 
103 PARK AVENUE, NEW YORK 17, N. Y. * MU 3-3513 








PARTILENON PICTURES 
—_—_—_—y 
oD 
HOLLY WOOD 


Many of Parthenon’s most suc- 
cessful films have been created 
“in the shop”: developed specu- 
latively into full screen treat- 
ments before being presented to 
prospective sponsors. 


Among. the developed properties 
now available are: 


For a sponsor who wants goodwill 
among the large oil companies .. . 


“THE SIX HATS 
OF SAMUEL STRONG” 


“Photoplay” format with Holly- 
wood actors. By building the self- 
respect of service-station dealers, 
to reduce costly turn-over. (Full 
script exists. ) 





For a prestige sponsor such as 
Coca-Cola, Sears, 


Kellogg . 


“CHIMP, CHUMP, CHAMP” 
A delightfully different approach 
to Bicycle Safety for kids 6-12 
Impressionistic live-action and 
animation—done in a song. 12 
minutes. Each of the 6 “rules” 
will adapt as a 1l-minute TV com- 
mercial. (Present form: strip- 
film “storyboard” with song re- 
corded on tape.) Extraordinary 
circulation potential, particularly 
in schools and free-time TV. 


Firestone o7 


For a sponsor who wants public 
and teenage goodwill via a youth 
film with anti-delinquency over- 
tones; but done in terms of fun 
and entertainment ... 


“HOLIDAY FOR BANDS” 


A completed film, ready to release. 
Warm teenage boy-girl story with 
the musical color and excitement 
of a big band festival. Narrated 
by Jimmy Stewart—26 minutes 
l6mm but with a 35mm negative 
The distribution expectation, par- 
ticularly in schools and on free- 
time TV, is extraordinary. 


For an Insurance 


(Group o7 


Company 
Life); or a@ sponsor 
who wants goodwill from the ma- 
ture audience 


“MEN IN MOTHBALLS” 


An entertaining, but kidding-on- 
the-square dramatization of why 
the “Over 40” man and woman 
should no longer be rebuffed, but 
welcomed into the work force. 
(Present form: complete 33-page 
story treatment 


“PARKINSON'S LAW" 
Parthenon has optioned the book, 
for an animated-cartoon featurette 
with all-star name cast of voices. 
For documentary or theatrical cir- 
culation 


(CONT'D IN FACING COLUMN) 


(CONT'D FROM PRECEDING PAGE) 
been bear-trapped into a situation 
which is impossible. 

| recently saw an example of 
this situation where an agency pro- 
ducer was struggling with a scene 
in a storyboard showing the prod- 
uct held in the announcer’s hand in 
a tight close-up—up into the cam- 
era—while the announcer was still 
visible in the remaining portion of 
the scene. To the art director this 
was unusual, but it was creating 
nothing but impossible problems 
for the agency producer. 

The “Strong Man’s” Role 

In that team of writer, account 
executive and agency film pro- 
ducer you often will find a “strong 
man.” If he inspires others, you 
have a creative environment that 
will result in good films being pro- 
duced. If, on the other hand, he 
merely commands the others to ac- 
cept his point of view, the result 
can be very uninspired. 

The agency producer is an im- 


phones; Kodak Pageant 


i515 Stereo tape recorder. 


from a single switch knob. 


would be proud to own. 





portant man because he occupies a 
key position between the agency 
and the film producer. If he is in- 
spired and film-wise, he can be of 
invaluable aid to the writer, art di- 
rector and account executive in 
creating scripts and storyboards 
which are effective. If he is also 
inspired by the enthusiasm of those 
with whom he works, he will in 
turn bring this same spirit of crea- 
tivity to the film producer. 


An Ever-Changing Situation 


During the production of a film 
there is a constant and ever-chang- 
ing situation. The agency producer 
who works with the full confidence 
of his associates has not only the 
responsibility but the authority to 
make decisions to meet this chang- 
ing situation. 

This positive acceptance of au- 
thority creates a freedom of move- 
ment and choice during the filming 
process which has but one inevita- 
ble result—the creation of effective 
advertising films. 


i 


At N.Y. Studios of Visualscope, Inc.— 
Model Audio-Visual Unit for a Conference Room 


Visualscope’s “visual power pack” is inter-connected and 
ready to operate. Controlled from nearby conference table are 
sound, curtains, dimmer and slidefilm advance. Equipment pic- 
tured (1 to r): Variac dimmer and (below) office and private 
16mm sound projector with pair of 
Vidoscope anamorphic lenses. Below this, a horizontal double- 
frame Golden wide-angle, high-power slide projector and, adja- 
cent, DuKane slidefilm projector. Center shelf, at bottom: high- 
frequency, automatic change DuKane turntable; low-frequency, 
automatic change Soundview turntable. At right: GE television 
set and (below) LaBelle automatic tape machine (the AVT 
Maestro) with automatic cueing device. 
DeLuxe Gibson Girl tape splicer and next to it, a Wollensak 


Adjacent is a Robins 


Doors below open into storage space for films, cans, tape, 
additional projection equipment. All equipment can be controlled 


It’s a setup any modern business 


Ly ’ 
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PARTHENON PICTURES 
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HOLLYWOOD 


Many of Parthenon’s most suc- 
cessful films have been created 
“in the shop”: developed specu- 
latively into full screen treat- 
ments before being presented to 
prospective sponsors. 


Among the developed properties 
now available are: 





For a Casualty Insurance Com- 
pany which wants to cut down the 
out-size ‘‘sympathy’’ damage 
awards ... 


“YOU, THE JURY” 


A documentary to persuade bet- 
ter-class men and women to stop 
ducking jury duty — inspiring 
them on the grounds of their 
citizenship obligation, but also 
showing them, by following a 
jury through an actual trial, that 
the experience will be rewarding 
and refreshing. (Present form: 
10-page format outline.) 





“THE SEVENTH SENSE” 


To bring out the broad signifi- 
cance of Data Processing. 





“THE NINE-DAY WEE" 


To sell the rental-automobile idea 
to new patrons for untapped uses. 





“THE GOLDEN SPIRAL” 
To show how and why good adver- 
tising works to actually reduce 
prices and create jobs. 


“REPORT TO 
THOMAS BARTON" 


To give the public a base for eval- 
uating the influx of information 
on Space Exploration. 





“THE WALKER MUSEUM” 
To promote honestly, but with 
laughs, Pedestrian Safety. Anoth- 
er big-circulation picture. 





“IF YOU WANT TO 
GROW UP, GROW UP” 
To keep teenage automobile driv- 
ers alive longer. A School Vaude- 
ville Show format. 


THE ABOVE PROPERTIES 
ARE COPYRIGHTED. THESE 
AND OTHERS WILL BE PRE- 
SENTED TO RESPONSIBLE 
INQUIRERS. 


— Call — 


Cap Palmer Or Woody Conkling 
Hollywood Chicago 
DUnkirk 5-3911 RAndolph 6-2919 


PARTHENON PICTURES 


2625 Temple St. * Hollywood 26 
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ASSOCIATION FILMS’ PRINT SERVICE PLAN’ 


... will give your film program the professional touch that means so much .. . and relieve you 
of the headaches, harrassments and high-cost of do-it-yourself distribution. 


— a Ne At {F 
ey Zecontiin My iy f 


i 









AF—provided services include: electronic film cleaning and inspection; IBM-reports-in-depth; 
temperature controlled print storage; show date confirmation notices; advance booking notices; 
repair and maintenance of prints; and print loss and damage insurance. 


*Storage Shipping /Servicing of sponsor-promoted motion pictures. 








Who Uses Association Films’ PRINT SERVICE PLAN? 
The Metropolitan Life Insurance Company............ 5 Subjects 
Poti Geet MIO, 3 odd w as 05 8406 e dsc ccaoncdnen 41 Subjects 
National Council of Catholic Men............... ....98 Subjects 
The Prudential Insurance Company of America......... 60 Subjects 
. American Bankers’ Association ...............-...:. 10 Subjects 
Society of the Plastics Industry ...................... 9 Subjects 


TODAY find out what this low-cost service can mean to you. Write or phone 


ASSOCIATION FILMS INC. 


347 Madison Avenue, New York 17, N. Y. ° MUrray Hill 5-2242 
















REGIONAL SALES AND SERVICE CENTERS IN 
RIDGEFIELD, N. J. LA GRANGE, ILL. SAN FRANCISCO, CAL. DALLAS, TEXAS 
Broad at Elm 561 Hillgrove Ave. 799 Stevenson St. 1108 Jackson St. 
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JUST OFF THE PRESS ees AKRON CAMERA COMPANY, INC. 


1667 W. MARKET STREET (13 


ALBANY, N. Y. 
San BhOADY & RILEY 
—~ BROA AY 


Comprehensive new book SE 0 uns seve 


42 NO. Court STREET 
ATLANTA 


GA. 
COLONIAL FILM & Pyegnes co. 
on overnea eiNcHAMTON, H. 
BINGHAMTON, N 
WILBUR VISUAL SERvice, INC. 
28 COLLIER STREET 


bd bd BIRMINGHAM, ALA. 
Yr AUDIO-VISUAL FILM SERVICE. INC 
eee 2114 EIGHTH AVENUE, NORTH 
BOSTON, MA 
SMITH’S PHOTOGRAPHIC STORE 


“They See What You Mean” a AVENUE (15) 


PHILIP L. BURGER 
212 SUMMIT AVENUE (14 


e Advantages of overhead projection « Principles of transparency design S SPENCER MOORE COMPANY 


118 CAPITOL STREET 


e Invaluable to teachers, executives, salesmen CHRISTIAN FILM SERVICE 


1302 E. FOURTH STREET 
, x ‘. . comcaae, mL. 
Here, in 88 fact-packed pages, is a complete treatise on over- SUITE 1818, FELD BLOG 
r : : < 135 SOUTH LA SALLE ST. (3 
head projection .. . its advantages . . . and how to use it MIDWEST VISUAL EQUIP. CO., IN 
; . _ < N AVENUE (45 
effectively. Prepared by Ozalid’s Audio Visual Department WATLAND, INC. 
S A i 7724 S. CLAREMONT AVENUE (20 
experts, it contains hundreds of tips on preparing transparen- CLEVELAND, OHIO 
at UIP., 
>} . M4 Md " 13902 EUCLID AVENUE (12 
cies by every known method, simply and inexpensively. Re Seunitaaaas: eames wer. 


veals secrets of successful presentation techniques. Tells how er 
COLUMBUS, OHIO 


to create visual ideas. Profusely illustrated. ‘‘Must reading” ARLINGTON CAMERA CENTER 


for anyone who is using, or intends to use, overhead projection. TEXAS EDUCATIONAL AIDS 
4006 LIVE OAK STREET (4 


DAYTON, ne 
TWYMAN FILMS 
400 WEST Fins STREET 


DENVER, COL 
DAVIS AUDIO- VISUAL COMPANY 
2023 EAST COLFAX (6 


DES MOINES, IOWA 
MIDWEST VISUAL EDUCATION SERVICE 
2204 nays STREET 


DETROIT, 
ENGLEMAN WisuaL Pde SERVICE 
4754-58 WOODWARD AVENU 


EAST ORANGE, WN. J. 
SCAR H. HIRT 
191-193 CENTRAL AVENUE 


EAU CLAIRE, WIS. 
CENTRAL AUDIO-VISUAL SUPPLY 
308 E. GRANT AVENUE 


FORT LAUDERDALE, FLA. 
GORDON 5S. COOK COMPANY 
BOX 2306 


FORT WAYNE, IND. 
WAYNE CAMERA & VISUAL EQUIP. CO. 
1231 E. STATE STREET (3 


FRESNO, CAL. 
TINGEY COMP 
pd DIVISADERO STREET 


ARRISBURG, PA. 
P. LILLEY & SON 
938 N eg A | aad 
(P.O. BOX 


HELENA, all 
CRESCENT MOVIE SUPPLY SERVICE 
1031 N. gp STREET 


HOUSTON, 
TEXAS EDUCATIONAL pes 
4614 SO. MAIN STREE 


HURON, eh, 

TAYLOR 

79 THIRD STREET, S.E 
INDIANAPOLIS, IND. 

INDIANA VISUAL AIDS SP mrante 
726 NO. ILLINOIS STRE 


JACKSON, MISS. 
JASPER EWING & SONS, INC. 
227 EAST PEARL STREET 


KALAMAZOO, MICH. 

LOCKE FILMS, INC 

124 W. SOUTH STREET 

NEWMAN VISUAL -- ements co. 
783 W. MAIN STREE 


KNOXVILLE, TEN 
STFS ceatern see 
Q7R ,. . 315 W. CUM 
Only $3.75 at your nearest aetna: Suenin 


; ; schuns VAN’‘S CAMERA SHOP, INC 
Ozalid Audio Visual dealer et Be Nay A 
i 2 ¢ 3 LINCOLN, NEBR. 
(listed oi If he cannot supply STEPHENSON SCHOOL SUPPLY CO. 
you, write to: Ozalid, Dept. pre + hl 
— u L 
D-9-15, Johnson City, N.Y. GENE | SWEPSTON COMPANY 








LOS ANGELES. CAL. 
RALKE CO., INC 
849 N. HIGHLAND AVENUE (28 
VICTORLITE INDUSTRIES, INC 
Division of General Aniline & Film Corporation 4117 WEST JEFFERSON BLVD. (16 
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comet. ee 

HADDEN MS, 
614-616 so. riFTH Sireer ( (2) 
LUBBOCK, 


TEX 
SOUND-PHOTO SALES COMPANY 
2107-4 BROADW 


MEMPHIS, a. 
IDEAL PICTURES COMPANY 
18 SOUTH THIRD STREET 


MIAMI, FLA. 

poy PICTURES COMPANY 

55 N. E. 13TH STREET (32) 

ocr avy wis. 

PHOTOART VISUAL SERVICE 

840 N. eos AVENUE (3) 


MINNEAPOLIS, MINN. 

MIDWEST Sood v VISUAL COMPANY 
10 WEST 25TH STREET (4) 
NASHVILLE, TENN. 

GRAPHIC REPRODUCTIONS, INC. 
716 EIGHTH AVENUE, SO. 


NEW HAVEN, CONN. 

H. B. MOTION PICTURE SERVICE 
AUDIO LANE 

NEW ORLEANS, LA. 

JASPER EWING yi SONS, INC. 

725 POYDRAS STREET (12) 
NORFOLK, VA. 

TIDEWATER AUDIO-VISUAL CENTER 
29 SOUTHERN SHOPPING CENTER (5) 


OAK PARK, ILL. 

mt ey CAMERA COMPANY 

6021 - NORTH AVENUE 

paths CITY, OKLA. 
TRIANGLE BLUE PRINT & SUPPLY CO. 
525 NORTH ROBINSON STREET 


Ce ASSL A. PA. 

OSCAR 

4) NORTH ia STREET (7) 
WILLIAMS, BROWN & EARLE 
904-06 CHESTNUT STREET (7) 
PHOENIX, ARIZ. 

KELTON AUDIO EQUIPMENT CO. 
808 NORTH FIRST STREET 


PITTSBURGH, PA. 

APPEL VISUAL SERVICE 

927 PENN AVENUE (22) 

PORTLAND, ORE. 

MOORE'S MOTION Eevees SERVICE 
1201 S. W. MORR 4 


PROVIDENCE, R. 
UNITED CAMERA, INC. 
9 PLEASANT STREET (6) 


RICHMOND, VA. 
W. A. YODER COMPANY 
714 N. CLEVELAND STREET (22) 


ROCHESTER, N. pe 

KRAEMER WHITE, INC. 

46 ST. PAUL STREET (4) 
SACRAMENTO, CAL. 
MeCURRY-SIDENER COMPANY 
2114 KAY STREET (P.O. BOX 838) 


SALT LAKE CITY, —— 
DESERET BOOK COM 

44 €. SOUTH witty racer 
(P.O. BOX 958) (1 


SAN ore. oA L. 
KNIGHT'S LIBRARY 
527 UNIVERSITY AVENUE (3) 


SAN FRANCISCO, CA 
PHOTO AND SOUND COMPANY 
116 NATOMA STREET (5) 


SEATTLE, WASH. 

AUDIO-VISUAL CENTER, INC. 

1205-07 NO. 45TH STREET (3) 

SOUTH BEND, IND. 

BURKE'S MOTION PICTURE COMPANY 
434 LINCOLN WAY WEST (1) 


SPOKANE, WASH. 
INLAND AUDIO-VISUAL COMPANY 
N. 2325 MONROE STREET (17) 


+. Louis, Mo. 
SCHILLER COMPANY, INC. 
Noi CLARK STREET (2) 


SYRACUSE, N. Y. 

RUD CLARKE COMPANY 
JAMESVILLE & RANDALL ROADS 
DEWITT (14) 


TOLEDO, OHIO 
COUSINO VISUAL EDUCATION SERV., INC. 
2107 ASHLAND AVENUE (2) 


TUCSON, ARIZ. 
KELTON AUDIO EQUIPMENT CO. 
1103 EAST BROADWAY 


TULSA, OKLA. 
TRIANGLE BLUE PRINT & SUPPLY CO. 
314 SOUTH CINCINNATI 


WASHINGTON, D.C. 
OZALID 
1107 19TH STREET, N. W. (6) 


WESTBURY, N. Y. 
A-Vv COMMUNICATIONS, INC. 
723 PROSPECT AVENUE 


WICHITA, KAN. 
ROBERTS AUDIO- — SUPPLY 
1330 FAIRMOUNT ( 


YONK . ¥. 
IDEAL MOTION PICTURE SERVICE 
371 ST. JOHNS AVENUE (4) 


CANADA 

HUGHES-OWENS COMPANY, LTD. 
1440 McGILL COLLEGE AVENUE 
MONTREAL 2, QUEBEC, CANADA 


HAWAII 

ee ees PAPER COMPANY, LTD. 
aT ean’ STREET 

HONOLULU + 1, HAW 
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Industrial A-V Exhibition Gets Good Press 


Business Editers Devote Columns te 3rd New York Exhibition 


eer ATTENDANCE and ex- 
hibitor participation were on 
a reduced scale, the Third An- 
nual Industrial Film & Audio- 
Visual Exhibition, held last month 
in Manhattan’s Trade Show Build- 
ing, gained widespread favorable 
publicity. 

“The press reaction significantly 
reflects the increasing interest in 
and growth potential of the audio- 
visual equipment industry and in- 
dicates the important role of our 
New York exhibition in dramatiz- 
ing this trend,” according to Her- 
bert Rosen, president of Industrial 
Exhibitions, Inc. and organizer of 
the event. 


Dawson Cites Marketing Aids 

Both national business maga- 
zines and financial editors of met- 
ropolitan dailies gave good cover- 
age to the show. Sam Dawson, 
business news analyst for the 
Associated Press, devoted a full 
column in his syndicated feature 
going to 1,763 members of the 
association. He focused attention 
on new a-v equipment being used 
by business and industry to speed 
up and improve marketing tech- 
niques. 

The United Press International 
columnist, Bob Shortal, also re- 
ported the show to some 1,000 
newspaper subscribers, calling at- 
tention to the growth of the in- 
dustry and the current trend to 
more compact equipment. 


Wide Range of Program Topics 

Program attention was devoted 
to a variety of subjects, including 
the use of closed-circuit television 
in classroom teaching, medical film 
progress (reported by Joseph 
Hackel of the Medical Film 
Guild) and an address by film pro 
ducer Fred Niles, president of Fred 


Niles Productions, Inc. Mr. Niles 
spoke on “The Challenge of the 
Years Ahead.” 

A major change in exhibitor 
arrangements brought the partici- 
pants into a new “open floor” ex- 
hibit arrangement as contrasted 
with individual rooms previously 
used for exhibits in the preceding 
two years of the show. Plans are 
under way for the Fourth Annual 
exhibition, also expected to be 


held in New York City in 1960. 





Above: producer Fred Niles makes 
a humorous point during talk 
Industrial A-V Exhibition. 


N. Y. Audio-Visual Council 
Meets in Syracuse Dec. 10-12 

The New York State Audio- 
Visual Council, composed of edu- 
cational a-v directors and super- 
visory personnel in that state, will 
hold its annual meeting on De- 
cember 10-12 at the Syracuse Ho- 
tel, Syracuse, New York. 

An address by N. Y. Congress- 
man Harold C. Ostertag will be a 
feature at the annual banquet. Dr. 
Don Williams, formerly of Syra- 
cuse University Audio-Visual Cen- 
ter and president of the Interna- 
tional Liaison Center of Motion 
Picture and Television Schools will 
speak on “How Audio-Visual Ma- 
terials Are Used Abroad.” iy 


Exhibit areas during 3rd Annual Industrial A-V & Film Exhibition in N.Y. 
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SUPERVISOR 


COMPANY POLICIES 
ARE MORE THAN 
WORDS 


If they are going to be effective, 
your supervisors have to imple- 
ment them with a human touch. 


Develop this in your supervisors 
by showing them proved methods 
of explaining, and gaining ac- 
ceptance for, company policies. 


Show them these methods with: 


part 


“INTERPRETING 
COMPANY POLICIES” 


of an outstanding sound slide 


program SUPERVISOR TRAINING 


ON HUMAN RELATIONS, which 
includes: 

@ “THE SUPERVISOR'S JOB” 

@ “THE SUPERVISOR 
AS A REPRESENTATIVE 
OF MANAGEMENT” 

@ “INDUCTION AND 
JOB INSTRUCTION" 

@® “HANDLING 
GRIEVANCES” 

@ “MAINTAINING 
DISCIPLINE” 

@ “PROMOTIONS, 
TRANSFERS AND 
TRAINING FOR 
RESPONSIBILITY” 

@ “PROMOTING 
COOPERATION” 


Write for Details on 
Obtaining a Preview 





Rocket Pictures 


INC. 


6108 SANTA MONICA BLVD. 
HOLLYWOOD 38, CALIFORNIA 








FLASH! WALTER CRAIG STUDIOS, 
OMAHA, NEB. BUYS THE NEW 
PORTMAN ANIMATION STAND! 


Why? Because the Portman Animation 
Stand includes all the features of much 
more expensive equipment, yet, due to 
the functional efficiency of its design— 
can be sold at much lower prices, The 
Portman Animation Stand costs less and 
does more! Write today for complete 
specifications, catalog and prices. 


OTHER RECENT PURCHASERS ARE: 


AYACUCHO 
CINEMATOGRAFICO, 
Caracas, Venezuela 
BAY STATE FILMS, 
Springfield, Mass 
MAYO CLINIC, 
Rochester, Minn 
ANSEL FILMS, 
New York, N. Y. 





NEW TRIPLEX TRIPLE- 
DUTY ANIMATION 
STAND WOWS SLIDE 
FILM PRODUCERS! 


The new F & B Triplex triple-duty animation 
stand is wowing pr everyday with its 
all round versatility. Slide film producers, for 
instance, are using it for copy work. Film 
producers are using the Triplex for rem 
titles and as a product stage. See the Tri 

at F &B today and you'll be wowed at 
completely it will take care of your own “ 
duction problems. The Triplex does more than 
stands costing two to three times more. Send 
for the new illustrated Triplex catalog today. 


Complete 
as shown $1595 





NEW IMPROVED CAMERA 
SLATE NOW AT F&B! 


1\2/3\a | 4\siB 
SCENE TAKE 
PROD 
DIRECTOR 
CAMERA 
DATE EXT Ll 


paoouces 
tY 

Here at last is the new F & B Camera 
Slate designed to professional specifica- 
tions. Look at some of the exclusive 
features: Permanently attached ring- 
mounted numbers + Spring-loaded hard- 
wood clapstick + Sturdy masonite con- 
struction Erasible hard 
slate finish + Large 12” x 
16” size. 


67/8 
SOUND 


$29.50 


SENSATIONAL POWER -MITE 
NICKEL CADMIUM BATTERIES 
EXCLUSIVELY al F &B! 


LARGEST 
CAPACITY 
—6-10 amp 
hours. SMALL- 
LIGHT—6 oz 
per 1.25v. cell 
INDESTRUCTIBLE 
—Can be stored 
indefinitely in 
any condition 
SAFE No Acid 
Spray or 
corrosion 
CHARGES EASILY 
—To 90% in 20 
minutes, and 
00% in 30 min 
RETAINS 70% CHARGE 
After 1 year's storage 
ADD WATER ONCE A YEAR 
7% Volt—Power-Mite battery 
(6 cells) $ 85.00 
15 Volt—Power-Mite battery 
(12 cells) $135.00 
Attached voltmeter—optional $ 20.00 
Special Batteries Custom-Builf. to Your Order 


BUSINESS NEWS 


Bell & Howell Reports Best 
3rd Quarter in History 

The Bell & Howell Company 
reported the best third quarter and 
nine months in its history. Accord- 
ing to Charles H. Percy, president, 
both sales and earnings exceeded 
any previous corresponding peri- 
ods. 

Sales gains for the third quarter, 
up 25% over the corresponding 
1958 period, were attributed to 
increased demand for the com- 
pany’s 8mm electric eye movie 
cameras and automatic projectors, 
as well as to the company’s fall 
merchandising program. 


a 1 * 


Eastman Kodak Sales, Earnings 
Over ‘58 for Third Quarter 
+ Sales and earnings of the East- 
man Kodak Company in the first 
three quarters of 1959, up sub- 
stantially over a year ago, were 
the best the company has had for 
any corresponding interval. 
Consolidated sales for the first 
three quarters were up 13% over 
the similar period of 1958; net 
earnings were 38% above the fig- 
ure reported for the 1958 three 
quarters. Total sales of profes- 
sional motion picture films were 
slightly above a year ago; films 
for professional still photography 
also made good progress. Strong 
third-quarter business helped to 
move total sales of photographic 
equipment well ahead of last year, 
aided by introduction of many new 
products earlier this year. I 
* 


First Mobile Color Tape Unit 
The world’s first mobile color 
TV tape recording facilities have 
been ordered by comedian Red 
Skelton. To be built at a cost of 
$500,000, the studio on wheels 
will include two Ampex color Vi- 
deotape television recorders and 
three General Electric color TV 


uN: Coady 


FILM PRODUCTIONS 


A name synonomous with quality film production 


cameras with associated studio 
gear. It will be housed in three 
vehicles and is expected to be 
ready for operational use in about 
four months. i 
a oe bd 
Dorothy Zall Named an 
Officer of Animation, Inc. 

Dorothy Zall has been named 
treasurer of Animation, Inc., and 
elected to the board of directors, 
according to Earl Klein, president 
of the Hollywood firm. 

Mrs. Zall has been controller of 
the firm for the past two years. 

Marie Klein, formerly secretary- 
treasurer, has become full-time 
secretary in the expanding firm, 
Mr. Klein said. ie 

* * ae 
L & L Expands N.Y. Facilities 

L & L Animation, 480 Lexing- 
ton Avenue, New York, has ex- 
panded its services and facilities 
with the purchase of a second Ox- 
berry animation stand and camera 
for both 35mm and 16mm pho‘og- 
raphy. 

“L & L” are Lawrence Lippman 
and Irving Levine, both skilled 
veterans in animation art and 
photography. In the producer serv- 
ice field exclusively, L & L is 
equipped to do cartoon, technical 
or medical films, TV spots, product 
zooms, or title “supers.” Ly 

ae * a 


Consolidated Film Industries 
Offers Printed Leader Service 

Printed leader for all types of 
16mm films, providing return in- 
structions, company seals, logo- 
types and other useful data, is 
offered by Consolidated Film In- 
dustries. Lettering may be ordered 
in any style or combination of 
styles. 

Color of leader will not change 
with time. Price in 16mm width is 
3c a foot when 1,000 ft. are or- 
dered, plus a $10 charge for mak- 
ing of initial negative. On single 
orders of 5,000 ft. or more there 
is no negative charge. In 


7100 DOUGLAS ST 


OMAHA 32, NEBRASKA 





WestTrex 





TELEPHONE WaAlnut 4400 


FLORMAN & BABB, INC. 
68 West 45th Street, New York 36, New York 


40’ x 60’ Sound Stage Complete with 35 mm and 16 mm Interlock 
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SNOUT 


WGA CUSTOMS 
Nea 
CHUGAGO 
SUUWIO! 











There’s a new Chicago “Custom’”’...at 445 N. Lake Shore Drive! That means 
newer, finer facilities for independent producers in: 


- LIVE RECORDING - EDITING - RE-RECORDING + MASTERING 


Available now at Custom’s new studio: + the only 3-track equipment in Chicago 
« the only control room in the Chicago area large enough to monitor stereo 
« the first studio in Chicago designed for stereo recording. 


AGH CUSTOM RECORD SALES Sat 


155 EAST 24TH STREET, NEW YORK 10, NEW YORK + MURRAY HILL 9-7200 
445 N. LAKE SHORE DRIVE, CHICAGO 11, ILLINOIS - WHITEHALL 4-3215 
1510 NORTH VINE STREET, HOLLYWOOD 28, CALIF. »* OLDFIELD 4-1660 
800 17TH AVENUE SOUTH, NASHVILLE 3, TENNESSEE + ALPINE 5-6691 


IN CANADA: RCA VICTOR COMPANY, LTD. j1001 LENOIR STREET, MONTREAL 
| 225 MUTUAL STREET, TORONTO 
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MAIL COUPON Now: 


Viewlex inco 
35-15 Queens H v pores 


Salestalk” 
rofit 
Hip S with 


SHOW! TELL! SELL! 
WITH NEW PORTABLE 
VIEWLEX “SALESTALK” ! 


© A Complete “Sight-Sound’’ Unit in an 
Attache Case! 

© Lowest Cost Presentation and Training Unit 
of All! 


New Viewlex Salestalk provides proven sight- 
sound sales principles—CONTROLLED SHOW- 
MANSHIP—with the lowest cost, lightest unit 
that allows the full power of daylight projec- 
tion of documentary photographs, dramatic 
animation, drawings, charts, .etc., combined 
with hi-fi sound and words of tested selling 
power. 


Set up in seconds—right on a prospect's 
desktop—it tells the EXACT sales story your 
management team wants . . . and, your sales- 
man’s last call of the day is as vibrant and 
fresh as his first in the morning, Assures 
higher PROFIT-PER-CALL ratio than ever before 
possible 


OVERALL SIZE: 
11” x 17” x 5” 
WEIGHT: 


14 Ibs. 
PROJECTOR: 
100 watts. 
SCREEN: 

Built into cover — 
latest lenticular 
type for brilliant 
images — even in 
overt 

Hi-Fi RECORD 
PLAYBACK: 

4 speed, Takes up 
to 12” records. 


Also available—Salestaik V-2 
Projects both Filmstrips and 


Slides. Other Viewtalk Train- 


qs8.25 to seane ee from $9950 
COMPLETE 
1e@wle x. inc. 


15-15 QUEENS BOULEVARD, LONG ISLAND CITY 1, ™. Y. 


The Films of the Year 
\ review of prize and re- 
sult-getting films of 1959 is 
1 feature of the next issue 
of BUSINESS SCREEN 








News Along the Film Production Lines 


Kodak Announces High-Speed 
Color Reversal Film, $O-260 

A new, high-speed color motion 
picture film that enables commer- 
cial producers to obtain color foot- 
age under previously impossible 
lighting conditions has been an- 
nounced by Eastman Kodak Com- 
pany. 

Eastman Color Reversal Film, 
Daylight Type, SO-260, has a 
normal exposure rating of 160— 
comparable to the fastest black- 
and-white cine films now made. A 
companion, tungsten-balanced film, 
Eastman Color Reversal Film, 
Type B, SO-270, has a normal in- 
dex of 125. 

The new film combines fast 
speed with adequate sharpness, 
moderate grain pattern and excel- 
lent color reproduction. These 
characteristics permit photography 
under a wide variety of natural and 
artificial lighting conditions which 
have proved previously unsuitable. 

Commercial motion picture pro- 
ducers are expected to find the film 
particularly valuable when photo- 
graphing fast-moving objects or 
interior scenes, such as broad 
orientation shots, which formerly 
posed lighting problems. It is ex- 
pected that such footage on East- 
man Color Reversal Film will be 
inter-cut with scenes exposed on 
finer-grained films with 
optimum quality, such as Ekta- 
chrome Commercial Film, Type 
7255. 

The new films will be available 
in limited supply beginning Octo- 
ber 12 and in full supply early next 
year. Processing service will be 
offered by Kodak in Rochester, 
New York, and Hollywood, Cali- 
fornia, beginning October 5. 
Processing service may also be 
provided by other than Kodak 
laboratories or the film may be 
processed by the individual user if 
desired. Duplicate color prints can 
be made on any conventional print 


film. Ua 


oe a a 


slower, 


Sidney Meyers to Direct 
New Colonial Music Picture 

Sidney Meyers, director of the 
highly-lauded documentary film, 
The Quiet One, has been commis- 
sioned to direct a 35mm motion 
picture on the music of the colonial 
period. 

Called Music of Wiiliamsburg, 
the 27-minute film is aimed pri- 
marily at television, but will be 
available for classroom and club 
use. It is sponsored by Colonial 
Williamsburg, Inc., the organiza- 


tion responsible for restoration of | 


this 18th Century capital of the 
Virginia colony. 

Mr. Meyers is spending several 
weeks in Virginia collaborating 
with Stan Croner, the author of the 
script, and preparing plans for 
filming next spring. 

Besides being widely known for 
his direction of The Quiet One, a 
film on the problems and rehabili- 
tation of a disturbed child, Mr. 
Meyers collaborated with Ben 
Maddow and Joseph Strick on The 
Savage Eye, a feature-length film 
on the problems of a divorcee in 
modern society. He also has been 
supervising editor for MGM’s 
Edge of the City, and the NBC 
Wisdom films on Sean O’Casey, 
Picasso and Stravinski. Ld: 


ea * * 


Ford to Release New Series 
of Driver Education Pictures 

The Ford Motor Company, 
aided by the National Education 
Association, is currently produc- 
ing a new series of Driver Educa- 
tion motion pictures. 

Replacing a previous series dis- 
tributed by Ford since 1951, the 
new program will include four 
titles embodying up-to-date tech- 
niques. Films are intended for 
schools and driver education class 
use; they are expected to be re- 
leased in early January, 1960. 

Prints will be available on a 
cost basis (for outright purchase 
by schools) or via free loan. Write 
the Film Distribution Department, 
Ford Motor Company, The Amer- 
ican Road, Dearborn, Michigan for 
further details. iy 


* * * 


Niles Produces Fund Films 

A series of television and radio 
spots being used in the Chicago 
Crusade of Mercy was produced by 
Fred Niles Studios. The series was 
produced by Edith Klaeser, former 
school teacher and advertising 
manager for Michigan Bakeries, 
Inc., Grand Rapids. The crusade 
has a goal of $14 million, to be 
distributed to the Red Cross and 
the Community Fund. ne 

* * * 


Oxberry on European Jaunt 
Enroute to London, West Ger- 
many and Sweden is John Oxberry, 
president of Animation Equipment 
Corporation, New Rochelle, N. Y. 
Among the most ‘active travelers 
in the film industry, Mr. Oxberry 
will return to the Continent in early 


January, prior to a Far Eastern 


jaunt on February 15. Ld 


BUSINESS 


SALES 
RESISTANCE ! ! 


In the months to come your salesmen 
are going to encounter it in increas- 
ing amounts. Now, volumes have 
been written on how to meet it, how 
to overcome it. But don't forget... 
sales aren't made by winning argu- 
ments. 


Wellthen, what should be done 
about sales resistance? Pick up and 
leave? 


No, sir, by-pass it!! Keep on selling!! 


Because, when your salesmen do, 
they will make more sales... and 
meet and beat competition. 


Show your salesmen how to by-pass 
sales resistance with: 


“BY-PASSING 
SALES RESISTANCE” 


part of the outstandingly suc- 
cessful AGGRESSIVE SELLING 


sound slide program. 


Write for Details on 
Obtaining a Preview 





Better Selling Bureau 
6108-B Santa Monica Boulevard 
Los Angeles 38, California 


A Division of Rocket Pictures, Inc. 
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Award Plaques at National Safety Congress 


National Committee on Films for Safety Honors Sponsors 


| aes OUTSTANDING motion pic- 
tures on various phases of 
safety education, adjudged the best 
of 1959 by the National Commit- 
tee on Films for Safety, were 
honored during the recent National 
Safety Congress in Chicago. 

Plaque awards to the sponsors 
of these films were made at a pub- 
lic ceremony held on Wednesday 
evening, October 21, in the Grand 
Ballroom of the Conrad Hilton 
Hotel. O. H. Coelln, Jr., editor 
and publisher of BUSINEss SCREEN, 
made the plaque presentations on 
behalf of the Committee. 

These Were Best in 1959 

Winners of the top awards in- 
cluded: 

—The Coca-Cola Company, 
sponsors of the motion picture 
Lucky You, produced by The Jam 
Handy Organization, Inc. Mr. 
George C. Trippe received the 
plaque on behalf of the sponsor. 

—The Metropolitan Life In- 
surance Company and The Ameri- 
can National Red Cross (co-win- 
ners), for the film Teaching 
Johnny To Swim, produced by the 
Institute for Visual Training, Inc. 
Mr. Thomas Berk received the 
plaque on behalf of the Metro- 
politan; Alfred W. Cantwell, na- 





Above: O. H. Coelln, publisher of 
BUSINESS SCREEN (left) presents 
award plaque to Coca-Cola's 
George C. Trippe. 


tional director of Safety Services, 
for the Red Cross. 

—The AAA Foundation for 
Traffic Safety, for the film Your 
School Safety Patrol, produced by 
the Calvin Company. Burton W. 
Marsh, director of Traffic Safety 
& Engineering for the AAA was 
the plaque recipient. 

—The Department of the At- 
torney General of Toronto, Can- 
ada, for the film, The Broken Doll, 
produced by Chetwynd Films of 
Canada. Mr. A. Witts, inspector of 
the Ontario Provincial Police re- 
ceived the plaque. 

—Owens-lllinois Glass Co., for 


Safety award plaque winners, pictured during recent National Safety 
Congress ceremonies, are (l to r, top row) H. V. Gardner, director of 
safety, Owens-Illinois Glass Co.; Alfred W. Cantwell, national director, 
safety services, The American National Red Cross; Thomas Berk, Metro- 
politan Life Insurance Co. and William Englander, secretary, National 
Committee on Films for Safety. Bottom row (I to r): Burton W. Marsh, 
director of traffic safety and engineering, AAA Foundation for Traffic 
Safety; George C. Trippe, The Coca-Cola Company, and A. Witts, In- 
spector, Ontario (Canada) Provincial Police. 





NUMBER 7 © VOLUME 


20 06° 1959 





Specialized service 





for the hard-to-please 


Sound e Editorial « Laboratory Services 


Capital 


CAPITAL FILM LABORATORIES, INC. e 1905 FAIRVIEW AVENUE, N. E. 
WASHINGTON 2, D.C. © PHONE LAWRENCE 6-4634 


Honors for Safety: 
(CONT'D FROM PRECEDING PAGE) 


the film Your Richest Gift. H. V. 
Gardner, director of safety, re- 
ceived the award on behalf of his 
company. 

William Englander, secretary of 
the National Committee on Films 
for Safety, introduced Mr. Coelln. 


Above: receiving plaque from Mr. 
Coelln on behalf of Metropolitan 
Life is Thomas Berk (right). 


Showings of all five prize winners 
preceded and followed the plaque 
award ceremonies. Le 


* 1 * 


Industry Film Producers Assn. 
Discusses Film Distribution 

Two recent meetings of the In- 
dustry Film Producers Association 
in Southern California have fea- 
tured a review of television’s role 
for industry-produced motion pic- 
tures and answers to the question: 
“how can we achieve maximum 
distribution and increased utiliza- 
tion for our film product?” 

Providing answers to these ques- 
tions on October 5 were three 
regional authorities on aspects of 
the distribution-utilization ques- 
tion. Members of the panel in- 
cluded Mrs. Margaret Divizia, di- 
rector of the Audio-Visual Center, 
Los Angeles City Schools, who 
discussed educational needs and 
utilization criteria for industry- 
produced films and William Mac- 
Callum, western manager and a 
vice-president of Modern Talking 
Picture Service, Inc. 

Mr. MacCallum described the 
special interests of his company’s 
“club circuit” and discussed other 


* * * 


Briefing Industry Film Producers 
on currently useful a-v techniques 
is Mrs. Margaret Divizia, super- 
visor of the Audio-Visual Center, 
Los Angeles City Schools. Other 
members of recent west coast 
meeting panel were Bill MacCal- 
lum (seated at left) and Dr. Martin 
L. Klein (above). 


BUSINES 


Above: Dr. Martin L. Klein (1) 
producer of television’s ‘“Adven- 
ture Tomorrow” show, tells In- 
dustry Film Producers about public 
service tv requirements. Bill Mac- 
Callum (ctr), Western v.p. of 
Modern Talking Picture Service, 
spoke on distribution opportuni- 
ties. Mrs. Margaret Divizia (r) 
gave schools’ viewpoint. 


audience segments of the general 
public who have an active interest 
in sponsored films. 

A third member of the IFPA 
meeting panel was Dr. Martin 
Klein of television station KCOP, 
who represented the topic of pub- 
lic service TV. Dr. Klein gave his 
views on television uses for in- 
dustry films and cited criteria for 
good public service TV program- 
ming. 

A second part of the meeting 
was held in the studios of KTTV in 
Hollywood and featured a Video- 
tape demonstration by the sta- 
tion’s chief engineer. 

* * * 


Hallen Electronics Occupies 
New Factory in Los Angeles 

* Hallen Electronics Co., maker 
of magnetic film recording equip- 
ment, has occupied a new two- 
story plant at 652 S. Myers Street, 
Los Angeles 23. 

Housed in the 30,000 sq. ft. 
structure are facilities for design, 
development and manufacture of 
magnetic equipment for instrumen- 
tation, motion picture and missile 
use. H. L. Powell, general mana- 
ger of the company, noted the 
need for expanded production lines 
to handle the Hallen 1216 Re- 
corder and new automatic tape and 
film equipment. Q 
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fi One of America’s Great _ 


Industrial Film Companies 


723 SEVENTH AVENUE - NEW YORK 19,N.Y. PLAZA 7-8144 


OF NEw YORK 





How do you define... 


“Communications?” 


calls it “an interchange of thoughts 





or opinions ...in words or letters.” 


As we translate it in continuing service to our 
clients, “COMMUNICATIONS” means 

the programmed use of all appropridte media... 
in motivation, information and development ... 
to bring about measurably 


. better employee, customer, and 
community relations 


. more constructive attitudes 
. greater job satisfaction 


#f ... increased sales 


... higher standards of working performance 





‘ | HENRY STRAUSS ¢ CO. nc. 


31 WEST S3ROD STREET - NEW YORK 19.N. Y 
PLAZA 7-0651 






COMMUNICATORS 
OF IDEAS 





NCLE SAM, whose world posture has 
recently been likened to a man walking 
a tightrope on the edge of outer space, 

had his complacent view of educational and 

scientific film leadership slightly altered during 
the 13th Annual Congress of the International 

Scientific Film Association, held in Oxford, 
England, earlier this fall. 

To Oxford’s hallowed halls and auditoriums 
came representatives of 21 countries, including 
an observer group from the non-member 
United States, carrying with them some 184 
motion pictures in the areas of science educa- 
tion, scientific research and popular science. 
Welcomed by ISFA president Alexander 
Zgurdi (of the USSR) were delegates from 
six other Communist-dominated lands, East 
Germany, Czechoslovakia, Hungary, Poland, 
Bulgaria and Rumania. 


U. S. Represented by Observer Group 


U. S. observers included producer Reid H. 
Ray and Mrs. Ray; Col. Willard Webb of the 
Library of Congress and Mrs. Webb, Robert 
Green, Clyde Hall and Richard Elmendorf. 
They brought along a hastily-assembled hand- 
ful of “representative” U. S. medical, scien- 
tific and popular science films. Three of these 
were medical subjects from the University of 
Kansas’ Medical School, another was the ex- 
cellent Hospital Sepsis, an American Medical, 
College of Surgeons, American Hospital co- 
sponsored film on hospital sources of infection. 
The Atomic Energy Commission film, Medical 
Research Reactor; an industrial film, Rubber 
From Oil (Esso) and another medical film, 
Varicose Veins, made up the U. S. selections 
for the international screening sessions. 

But while the vast majority of countries 
represented, both large (USSR) and small 
(Austria, Finland, etc.) gave evidence of solid 
progress in use of the highly-developed arts 
and science of modern cinematography, the 
preoccupation in the United States with liter- 
ally hundreds of amateurishly-produced tele- 
vised lecture films for science education was 
sharply highlighted at the Congress. 


Examples of U. S. Physics Films Shown 

In a special program event, Dr. Thomas H. 
Osgood, Scientific Attache to the U. S. Embassy 
in London, presented examples of the Harvey 
White Physics’ Films out of the series of 158 
sound motion pictures now being offered U. S. 
schools. Delegate reaction ranged from cool 
indifference to hotly critical. By coincidence. 
this presentation was followed by a paper de- 
scribing the extensive Soviet “film courses” in 
such fields as The Automobile, The Tractor, 
Technology of Metals, Botany, etc. These are 
also lengthy series of films, detailing every 
aspect of the various subjects covered and V. L. 
Zhemchuzny, Scientific Film Section of the 
USSR, observed that such courses “have dem- 
onstrated that they raise considerably the stan- 
dard of teaching, increase pupil’s progress, and 
reduce the time necessary for mastering the 
subjects.” What kind of films are these? 

“A considerable role in increasing the visual 
presentation of our films is played by the use 
of speeded-up and slow-motion photography, 
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A Worldwide Look at Science Films 


Active Production Widespread, Especially in Communist Countries, 


as International Scientific Film Association Holds 13th Congress 





' a - 
Alexander Zgurdi, USSR (left) is president of 
the International Scientific Film Association, 
John Maddison of Great Britain, is secretary. 


puppet and cartoon animation, as well as vari- 
ous special effects. Rapid assimilation by 
pupils is facilitated by a system of visual and 
sound symbols for denoting such concepts as 
cannot be seen (heat, force, pressure, etc.”). 


Atomic Energy Series Is Widely Used 


But Oxford was more than a film critique 
gathering. It could serve to remind the U. S. 
observers that while the land of Edison and 
Eastman was lagging in its classroom film les- 
sons, it had the equipment and the technicians 
to turn out a universally-used Atomic Energy 
Commission film series that was unveiled at the 
Geneva Conference (one of these, Medical Re- 
search Reactor, was shown at Oxford). One 
of the U. S. visitors found little to cheer about 


in the General Assembly sessions of the Con- 
gress. 

Responding to a BUSINESS SCREEN query, 
respected, experienced U. S. film producer Reid 
H. Ray had this to say about his journey to 
Oxford: 

“For a film producer, attending the show- 
ings at the Oxford Congress should be an in- 
spiration and I came away with enthusiasm and 
an urge to continue to produce films in a medi- 
um that has unlimited scope. But looking at 
films was not the sole purpose of the trip. The 
over-all picture was not so optimistic. 


Needs “Unselfish Sense of Purpose” 

“After a life of 12 years, there should be 
a much stronger ISFA organization in opera- 
tion. A real, stable, unselfish sense of purpose 
would have given the Congress sincerity, sta- 
ture and a strong organization reflecting high 
standards of film content, quality and purpose. 
These ideals did not appear in evidence during 
the somewhat stormy sessions of the General 
Assembly. 

“Those in the group who were serious film 
makers could assure widespread influence if 
some of the politics were suppressed, rigid rules 
applied to film categories, and a realistic defi- 
nition of the words “scientific film” adopted. 

“The science programs shown by the British 
television people was much the same as the 
mediocre efforts of educational television within 
the U.S.A. The popular, entertaining ap- 
(CONTINUED ON THE FOLLOWING PAGE) 


Below: an ISFA session on “The Use of Television in the Presentation of Popular Science Films” 


at Oxford. Panelists included British Broadcasting and independent representatives in England. 
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Worldwide Science Films: 


( CONTINUED FROM PRECEDING PAGE ) 
proach is forever the theme, plus some fea- 
tured personality. Isn’t it time that film makers, 
who have for two score years understood their 
medium and the tools of it, to come forth and 
be made responsible for filmed media in the 
educational field?” 


Iron Curtain Countries Very Active 

A producer from the United States could 
find more than inspiration at Oxford. A closer 
look at the swift progress being made in all 
forms of educational, research and popular 
science films under restrictions and limitations 
in Czechoslovakia, Poland and even East Ger- 
many, not to mention the U.S.S.R., was cause 
for reflection. A third of the countries at Ox- 
ford were Communist-dominated. 

Poland brought 14 films to the Congress; 
will produce a total of 262 technical, educa- 
tional and popular science films this year. In 
addition to 56 of the “popular science” sub- 
jects, Poland will make about 70 scientific 
films in this total. 

Little Rumania reported production of 40 
popular science films annually; Hungary created 
another 20 of these subjects and the U.S.S.R 
reported production of 398 full-length and short 
educational, research and popular science films 
in the year. 24 issues of a popular science 
newsreel (Science and Engineering) were an- 
nounced for Soviet public consumption 


Present Papers on Research Techniques 

While film analysis and review was a majo! 
concern of ISFA delegates, sectional programs 
were devoted to a number of special topics. In 
the Research section, Dr. Bryan Stanford pre- 
sented a paper on “Operating Theatre Tech- 
niques” and problems related to the photo- 
graphing of surgical operations. Another Re- 
search program was devoted to “Time Lapse 
Studies and a Survey of Time Distortion as 
Used in Research” and on “Photographing 
Crators or Arcs and Act Welding.” 

Film content among the pictures exhibited at 


Oxford covered a wide range, emphasizing the 
need for greater definition of “science films.” 
But some notably good pictures were shown. 
Czechoslovakia showed three rated as “un- 
usual,’’ including a 14-minute color film, On 
Shining Traces, that explained basic principles 
of electric discharges. Other Czech films worth 
seeing were the artistic Drops and Bubbles, an 
1814 minute 35mm color exposition on the 
formation of drops and bubbles in liquids and 
Motion and Time, dealing with problems of the 
Einstein Theory of Relativity. 

Great Britain’s Schlieren, explaining this 
cinephotographic technique, was noted by pro- 


Oxford University was the scene of the 13th 
Congress. (All pictures are by Reid H. Ray) 


ducer Ray as “a high spot in the entire Con- 
gress.” The Polish film on Ice Age mammals, 
Witnesses of Ice, was a fascinating study and 
that country’s Molanna From the Sandy House, 
a treatise on the larva of the Caddis fly, used 
excellent photography with 
under-water close-ups. 

The French film, Tooth by Tooth, would 
make interesting fare for industrial audiences, 
showing work on a high-speed milling machine. 
Most news-worthy of the films was undoubt- 
edly the Soviet’s 21-minute picture on Quad- 
ruped Astronauts which showed Russian sci- 
entists working with dogs prior to space flights. 
Except for one genuine scene made inside a 
Sputnik, most of the film was shot in a studio. 


color extreme 


Below: Col. Willard Webb (back to camera) addresses ISFA president Zgurdi during an Oxford 
session. Other officials at table (1 to r) include Jan Jacoby of Poland, Educational Section chair- 
man; Lawrence Hallett, John Maddison (Great Britain); and Francoise Gazan of France. 


They Speak for Science 


His Royal Highness, Prince Philip, Duke of 
Edinburgh and Patron of the recent 13th An- 
nual Congress of the International Scientific 
Film Association held at Oxford, England, pref- 
aced the event with these optimistic thoughts: 

“No one can question that films, as a medium 
of communication and instruction in scientific 
matters, are an unqualified success. As the 
tremendous interest in science continues to 
grow and as more and more people aim for 
careers in science, the importance of scientific 
films for education and popular instruction will 
become even greater.” 


A Russian’s View of Science Films 

The Russian delegate, Igor Vassilkov, in an 
Oxford paper on “The Popular Science Film” 
was equally enthusiastic: 

“There have always been periods in the his- 
tory of nations when scientific genius soared 
high. And each such upsurge of great scientific 
discoveries saw science and scientists them- 
selves turning to the arts and literature, as if 
for help in spreading, through the medium of 
poetic expression and artistic imagery, the spiri- 
tual culture of mankind; in permeating social 
consciousness. 

“But is it not just such a period of scien- 
tific and technical progress that we are now 
witnessing? 

“Forces previously altogether unknown to 
man—ultrasonic and ultraspeed—have come to 
serve him. Chemistry, crystallography, physics 
have united in an effort to demolish the seem- 
ingly unbreakable wall between the organic and 
inorganic worlds. And the utilization of nu- 
clear energy, the ultra-speed jet aircraft, the 
gigantic proton-synchrotrons, automation and 
remote control in industry, the launching of 
artificial earth satellites: 

“To relate them to the people, the arts are 
called upon, and first of all—the most popu- 
lar art—that of the cinema. . 

Should the U. S. Take Active Role? 

Although its participation has been “unoffi- 
cial” to date, the United States has taken part 
in the 1958 program of the ISFA at Moscow 
and in Oxford this year. Certainly this organi- 
zation has strong leanings toward the Soviet 
orbit but nearly two-thirds of its membership 
are from the West, partners in NATO or good 
friends and neighbors of the USA. 

Can the United States help make this a less 
“political” and more useful organization for 
the benefit of world science? If that goal is pos- 
sible and proper representation of our most ex- 
perienced people in scientific and medical film 
production is assured, world science will bene- 
fit from our constructive participation. 

Certainly a more representative selection of 
the best in U. S. science and medical films 
should be arranged for the 1960 program. 

The world has been given this powerful film 
medium for universal viewing. The tragedy of 
our time is that we in America see little or none 
of the best which is being done on film in many 
lands abroad and export too few of our own 
films where they can do the most good. ye 
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There’s Music in the Air at the 


World Premiere of U. S. 
Steel Film in Pittsburgh 








HE ENTHRALLING Music of a superb new 
T animated color featurette is filling a thea- 

tre and a hotel ballroom on Friday evening, 
December 4, when the United States Steel Cor- 
poration hosts the world premiere of Rhapsody 
of Steel in Pittsburgh. The premiere showing 
of the film will be held at the Stanley Theatre 
where the distinguished composer, Dimitri 
Tiomkin, will conduct the Pittsburgh Symphony 
Orchestra in an overture written by him for 
the occasion. 

Later that same evening, the Pittsburgh 
Symphony will again be conducted by Mr. 
Tiomkin in his overture to Rhapsody of Steel 
at the Orchestra’s annual dinner-dance at the 
new Pittsburgh Hilton Hotel. The entire score 
for the film was written by Mr. Tiomkin and 
recorded by the Pittsburgh Symphony. It was 
the first time this group has ever recorded a 
score for a motion picture. 

Produced by John Sutherland Productions 
for U. S. Steel, the new 23-minute film begins 
its story with primitive man’s discovery of mete- 
oric iron, hits the important highlights of the 
history of steel and ends with the metal return- 
ing to outer space (whence it came) in the 
form of space rockets. Art direction was by 
Eyvind Earle, famed for his work on Walt Dis 
ney’s Sleeping Beauty, and the dramatic narra- 
tion for the film is given by actor Gary Merrill. 
Color is by Technicolor. 

The orchestra’s appearance under Mr. Tiom- 
kin’s baton are among the many “premiere” 
events of that evening. Company officials and 
many national celebrities are joining in the gala 
occasion, complete with Kleig lights, marquee 
interviews and a formal reception. BUSINESS 
SCREEN will cover the event by special invita- 
tion. The Tiomkin overture for Rhapsody of 
Steel has also been released as a special albym. 


ok * * : 


Kiplinger Premieres “Washington—At Work” 
in Nation’s Capital on November 30th 


Several hundred top Washington officials, 
including members of Congress, labor leaders 
and business executives were preview guests of 
the Kiplinger Washington Editors on November 
30 when a new motion picture Washington— 
At Work was screened in the Statler Hilton Ho- 
tel’s Presidential Room. The 21-minute film 
was produced for Kiplinger by Wilding, Inc. 

Austin Kiplinger, executive editor of the 
weekly Kiplinger Washington Letter, said the 
film is “designed to show the inside, behind- 
the-scenes Washington that is not readily avail- 
able to visitors to the nation’s capital.” 

Both W. M. Kiplinger and Austin Kiplinger, 
father and son, appear in the picture. The film 
will be available through Association Films, 
Inc. for nationwide distribution to business and 
other adult groups. yy 
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Medal Award: Design, Complete Unit. Adver- 
tiser: Shamrock Oil & Gas. Agency: McCor- 
mick Ady. Co. Producer: Alexander Film Co. 





Medal Award: Art & Photography. Advertiser: 
U.S. Steel Corp. Agency: Batten, Barton, Dur- 


stine, Osborn. Producer: Transfilm-Caravel. 


Chicago Art Direciors Honor T. V. Films 


HARING SEVEN medal awards and four merit 
~ citations, television film commercials took 

one third of the 33 awards given print and 
visual media on November 23 by the Art Di- 
rectors Club of Chicago. 

Transfilm-Caravel, Incorporated, of New 
York received two of the medal awards, one 
for U. S. Steel (BBD&O) and one for a Ford 
commercial (J. Walter Thompson Co.), the 
latter in the new “visual squeeze” technique. 
The Thompson agency also was twice-honored 
with medal awards for Ford and Seven-Up com- 
mercials. 


Out of the eleven TV awards, three were for 
auto commercials—a medal for Ford and merit 





Medal Award: Design, Complete Unit. Adver- 
tiser: The May Co. Agency: Weinberg Adver- 
tising Co. Producer: Animation, Inc. 


" : 





Medal Award: Design, Complete Unit. Adver- 
tiser: Seven-Up Company. Agency: J. Walter 
Thompson Co. Producer: Sarra, Incorporated. 






awards for Dodge and Renault. Two medals 
went to soft drinks, Seven-Up (produced by 
Sarra, Inc.) and Faygo (produced by Story 
Board, Inc.). The Alexander Film Company re- 
ceived a medal award for a Shamrock Oil and 
Gas commercial (McCormick Advertising) and 
a merit award for the Dodge spot (Grant Ad- 
vertising ). Northwest Orient Airlines (produc- 
tion by Desilu); The May Company (produc- 
tion by Animation, Inc.) were other medalists. 

ADCC’s president Len Rubenstein (Clinton 
Frank, Inc.) and Ralph Eckerstrom, director 
of design, Container Corp. of America and 
chairman of the competition, made the award 
presentations. The jury included nine artists. 





Medal Award: Design, Complete Unit. Adver- 
tiser: Ford Motor Co. Agency: J. Walter 
Thompson Co. Producer: Transfilm-Caravel 
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Medal Award: Design, Complete Unit. Adver- 
tiser: Northwest Orient Airlines. Agency: 
Campbell-Mithun, Inc. Producer: Desilu. 
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Ford dealers from all over the country gathered at company headquarters 


on the American Road for their “Dearborn Holiday” preview of the 1960 Ford cars and trucks. 


Ford’s Spectacular “Step Into 60's” 


Dealers and Their Salesmen Take a “Dearborn Holiday” to Preview 


the Ford Division's 1960 Models in Stage and Screen Presentation 


EW MODEL TIME, those critical, ira- 
ditional fall months when Detroit's auto- 
makers lay down competitive gauntlets 
for sales leadership, calls for the ultimate in 
selling techniques and business showmanship 
worthy of the many months of design and en 
gineering effort which have gone into new cat 
and truck lines 
it's a complex and challenging assignment as 
Detroit turns to the “selling sixties” and this 
year’s car and truck program of the Ford Mo 
tor Company's Ford Division is no exception 
Having achieved a leading competitive position 
in 59, Ford aims to hold that line! From its 
popular Fairlanes, through the Starliners, Sun 
liners, smart new Galaxie and classic Thunder 
birds, Ford believes it has the “horses” for the 
1960 race 
For the year ahead, there’s also an important 
new entrant: Ford’s “new-size” sales com 


“The Four Eras of Ford” sequence opens with 
this nostalgic glimpse of the 1910 era 


petitor, the low-priced Falcon. Add to this 
impressive product line-up, the 1960 line of 
Ford trucks which the Ford Division bills as 
giving its sales force “one of the broadest job 
coverages in the industry.” 


Stars of Broadway and Hollywood 

Designers, stylists and engineers have done 
their job in preparing the Division for 1960. 
Now it was up to the sales and sales promotion 
chiefs in the Ford Division. Drawing from a 
well-stocked arsenal of stage and screen stars 
who have been and will be featured in the com- 
pany’s extensive television programs, utilizing 
the experience and skills of Wilding, Inc. for 
the creative planning and production of the in- 
troduction program, the Division opened the 
1960 campaign with a “spectacular” flourish 
right on its own American Road. 

To Dearborn, Michigan, this fall came Ford 


.. the Model T has given way to the Model A 
as the “Four Eras” moves to the lively 20’s. 


After the Designers and Engineers 
Have Done Their Jobs . . . lt’'s Time 


for Showmanship to Take a Hand... 


dealers from all over the country. For them— 
a “Dearborn Holiday” on stage and screen, 
with host-star Ray Bolger heading up a cast of 
Stage and screen celebrities that included Jane 
Powell and the Dukes of Dixieland. Other 
stellar performers appeared in wide-screen mo- 


Host and narrator of “Stars and Cars,’ 
Walter Pidgeon, welcomed audiences 
to “a wonderful new world of Fords 
for 1960” in Vistavision film. 


tion pictures that helped to introduce special 
features of the 1960 cars and trucks. 


“Stepping Into Sixty in Style .. .” 

For its dealer-management guests, the Ford 
Division carried the lead theme into lively ac- 
tion, opening the program with a fast-paced, 
colorful song and dance revue, “The Wonder- 
ful New World of Fords.” Original lyrics and 
eye-filling sets were created by Wilding for 
“The Four Eras” of Ford, with a nostalgic 
1910 sequence on the Model T, a lively bit 
on the 1920’s and the Model A and the late 
40’s with a “postwar dream come true” theme. 
The fourth era brought the story through the 
“T-Bird” development and into “the wonderful 
new world of Fords for 1960.” 

Performances by stars from Broadway and 
Hollywood were “integrated” with relevant 
selling themes throughout these live show seg- 


In this “winter carnival” production number, 
the 1960 Ford station wagon makes its debut. 











“Stars and Cars, F. O. B. Detroit” 
Brings Salesmen the 1960 Fords 


at Regional Theatrical Showings . 


ments. The singing star, Janis Paige, was fea- 
tured in “From Now On It’s Ford for Me” and 
Tennessee Ernie Ford presented features of the 
new line in the “simple A-B-C’s” sequence 
Through all these, introductions and tie-ins 
were ably handled by the deft, personable Mr. 
Pidgeon as host and narrator. 
From Pioneer Past to Modern Roads 

Fords highly-rated “Wagon Train” television 
program and its star, Ward Bond, was smoothly 
merged into the Dearborn program as a filmed 
sequence out of the covered wagon era dis- 
solved into modern trucks out of the 1960 line. 
The film’s story line appropriately carried 
viewers from early American roads to truck- 
ing’s major role in the nation’s commerce, on 





Above: a Wilding crew on location films se- 
quence on one of the 1960 Ford trucks to be 
featured during the “Holiday” premiere. 











. . . big highway carriers in the 1960 line got 
their share of premiere screen time. 


formed by highway carriers. 
Purposeful “entertainment” 


the coming year and met other leading person- 
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the farm and into the myriad of vital tasks per- 


during the 
dealers’ “Dearborn Holiday” wasn’t all on 
stage and screen. Dealers previewed the com- 
pany’s major advertising programs planned for 
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Above: opening the “Dearborn Holiday” spectacular was this fast-paced song and dance number 
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with its lyrical theme that invited dealers and their salesmen to “look to the future and smile.” 


alities, like Jack Benny. But they also visited 
research and engineering facilities, test-drove 
the new cars. 

Entire Presentation Put on Film 

The dealer visit to Dearborn was only a prel- 
ude, however, to the important job of bringing 
the 1960 story to the more than 30,000 Ford 
dealer salesmen out across the land. 

In subequent weeks, “Dearborn Holiday” 
was brought to regional meetings throughout 
the country—on film—and shown in leading 
theatres where salesmen gathered to view the 
new lines. For this hour and fifty-minute presen- 
tation that preserved the spontaneity and glam- 
our of the premiere show, Stars and Cars, F. 





Below: on the dramatic, 

























O. B. Detroit was filmed in 35mm wide-screen 
Eastmancolor and is a fine reproduction of ihe 
original “spectacular.” 

With the Fairlane 500 flanked by the Galaxie 
Fordor and Starliner and Ford’s familiar 
“You're Ahead” theme song as background, 
the appropriate finale of the film’s rolling title 
marked “the end of 1959 and the beginning of 
the selling sixties.” 


Fortified by Many Other Sales Aids 


The 1960 new car introduction program is 
a key phase for the Division but its selling and 
training activities just begin with this effort. 
Specific product and service films are being 
widely utilized in future meeting sessions. 






back-lighted finale set, the 1960 Ford show cars were silhouetted for a 
long shot. Fairlane 500 is at top of pylon in background; the new Ford Falcon, front and center. 










Dean Harry Lyons discusses the knowl- 
edge which students must acquire 


The oral surgeon's role is depicted as 
one of many study areas. 


Dr. Roy Blayney helps the viewer ex- 
plore the world of dental! scientists 


A statement by Dr. Tom Hill reviews 
future of dentist or ganization-man 


Service of the public health dentist is 
described by Dr. Leonard Menczer. 





A.D.A.’s Unusual New Centennial Film Presents— 


The American Dentist and His Profession 


An Historie Episode Is Prelude to Significant Phases of the Present 


N THE OCCASION OF its 100th centennial 

celebration earlier this year, the Ameri- 

can Dental Association found itself in 
the center of the headlines by refusing to be 
booted out of the Waldorf ballroom by a 
“Welcome Khrushchev” gala. 

News of another type—not so sensational, 
but of more lasting significance—was the re- 
lease of a documentary survey of dentistry in 
the mid-century in the form of an unusual and 
provocative motion picture entitled Pattern of 
a Profession (51 minutes, color, produced by 
Dynamic Films, Inc.). 

Explores Current Research, Achievements 

The film survey explores the profession 
thoroughly—its backgrounds, its ethics, its cur- 
rent research and its special achievements. In 
form, the story is woven from the thread-like 
connections that lead from a visual impression 
of the dental office to the horizons of the pro- 
fession. The writer, Leo Hurwitz, conceived 
the structure as “an exploration of the unknown 
behind the familiar.” 

Well executed through the creative camera- 
work of Ray Long, the sequence becomes the 
cornerstone of the film as the viewer continues 
to return to this office throughout the picture. 


Five Major Sequences in the Picture 

Within this framework, the film presents five 
major sequences in its 51-minute length. 

The first is a creative section indicating the 
backgrounds of dentistry by re-enacting the dra- 
matic failure of Dr. Horace Wells as he sought 
to present to physicians in 1845 his discovery 
of anesthesia. The film utilizes an impression- 
istic sound track and the empty amphitheatre 
in Boston, where the event actually took place, 
provides the locale for photography. 

The second sequence is a visualization of 
several major dental schools seeking the answer 
to the question: “What must a dentist know?” 
Dean Harry Lyons, of the Medical College of 
Virginia’s School of Dentistry, represents in 
the writer's concept the dentist-educator, and 
in a revealing presentation gives an impression 


of the vast amount of knowledge necessary to 
work as a healer in the mouth. 

“It is our job as dentist-educators to shear 
away partial knowledge, the ignorances of the 
past and to replace them with the newer cer- 
tainties that emerge from research and practice 

. . to unify these scattered findings . . . and 
find a way to transmit a fluid inheritance to 
young students, and at the same time to stimu- 
late the thirst for knowledge yet to come.” 


Working Toward Life of Dental Health 

The third sequence explores the world of 
dental research. Under the sharp probing of 
Dr. Roy Blayney, former head of the Zoller 
Clinic in Chicago, the fascinating world of 
scientific endeavor comes to life and we learn 
of the work being done to insure a lifetime of 
dental health. 

“We have already found a part of the answer 

. we will go on searching.” 


Serving the Community in Public Clinics 

The fourth sequence gives us a view of the 
dedicated public health dentist and some in- 
sight into how a profession serves the commu- 
nity at large. Dr. Leonard Menczer of the Hart- 
ford Public Healih Clinic presents his material 
with warmth, and the views of the children in 
the clinic and the manner in which they are 
handled are a fine insight to the profession’s 
sense of responsibility. 

“To be sure, there is much to be done, but 
public health dentistry, in cooperation with the 
professional organization, the local dental so- 
cieties, and the individual members of the pro- 
fession everywhere, is helping to chart a course 
that will eventually bring to everyone the as- 
surance of a lifetime of dental health.” 


Future of the Dentist Organization-Man 

The fifth sequence is a short but effective 
cinematic statement by Dr. Tom Hill on the 
future of the dentist organization-man . . . the 
ethics, the responsibility and the purpose of this 
role. Here, briefly, but clearly etched, is the 
very heart of a profession and Dr. Hill proves 


From this visual impression of a dental office as its focal center, “to the horizons 
of the profession,” the film is an exploration in depth of American dentistry. 

















most eloquent in his statement that comes from 
a deep personal belief: 

“The professional man never works alone... 
it is through professional societies, local, na- 
tional and international, that he embodies the 
high demands of his work: the strict standard 
for education and practice; the sparking and 
guidance of a national research program; the 
obligations to fellow dentists and patient; the 
ethical principles of a healing art. Without den- 
tists getting together in the pursuit of profes- 
sional aims, these could not be.” 

The final sequence provides the climax of 
the film .. . the work of a great dentist, and a 
great man, Dr. Herbert Cooper of the Lancaster 
Cleft Palate Clinic. In a beautiful and touching 





ay ie 
Dr. Herbert Cooper, head of the famed 
Lancaster Cleft Palate Clinic. 


sequence we watch children, suffering from dis- 
figuring handicaps, being brought to health and 
happiness. The love and dedication of Dr. 
Cooper provides a fitting conclusion for the 
film. 

“The human face is not simple because be- 
hind it are far more subtle needs and feelings 
. . . but it is the place where the soul meets the 
world; and if the face is crushed or crippled, 
the being behind it will have trouble and trag- 
edy with its world.” 

This then is the surface of the film. But be- 
low that surface lies a significant and interest- 
ing fact. Each word in the script as well as the 
camera work and editing, the direction and 
creative form of the film are all designed to 
change the attitude of the public towards den- 
tists and dentistry. For when the film was con- 
ceived it was hoped by the American Dental 
Association that many of the erroneous con- 
cepts of the public would be eliminated and 
that a new, more accurate image would take 
its place. 

In fact, this is what the film has accom- 
plished. In test runs and preview audience 
showings the results have been a dramatic tes- 
timony to what a creative film can accomplish. 
Dentists have found a new insight into their 
profession and lay people have found an en- 
tirely new basis for their attitude toward this 
profession. 

The film carries a blanket clearance for tele- 
vision use and is being distributed on free loan 
through the American Dental Association’s 
Film Service at 222 E. Superior Street, Chi- 
cago. Both a 51-minute and a 27-minute tv 
version are available. It was produced under a 
grant from Church & Dwight and The Fund 
for Dental Education by Dynamic Films, Inc. 
Sol Feuerman was executive producer and Lee 
R. Bobker both directed and supervised. > 
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Air travel was essential in filming New Zealand’s torturous terrain for Pan Am. 


New Zealand: Land of Legend and Contrast 


Pan American World Airways Shows “Something New Under the Sun” 


AN AMERICAN WorRLD Airways, already 
Pp holding a firm lead in the field of travel 

films with a library of colorful sound 
motion pictures that literally “cover” three- 
quarters of the globe, has just added another 
“star” for its crown with a 25-minute color 
exposition on New Zealand, appropriately 
titled Something New Under the Sun. 

Continuing the approach of previous films 
on Japan, Spain, the United States and Tahiti 
which Henry Strauss & Company have pro- 
duced for Pan American, this latest Strauss’ 
production probes behind the scenic facade of 
the island country to provide insight into the 
life of its people. 

A Country “Like No Other on Earth” 

Legend has it that the god Maui, fishing 
with his brothers, hooked an island from the 
sea. As they quarreled over who should have 
it, it escaped them all, falling back into the 
Pacific in the form of a broken fish. This is 
New Zealand . . . two islands 1,000 miles long 
. . . forming a country like no other on earth 
with elements, natural and human, that make 
it into a vestpocket world of its own. 

This 1,000 feet of film brings coherence to 
the story of a land whose geography is a blend 
of the Riviera, Switzerland, Africa, Norway 
and Yellowstone Park . . . whose culture sees 
nothing strange in the spectacle of an ancient 
Maori ritual of defiance being danced by doc- 
tors, lawyers, judges and members of Parlia- 
ment in the fashion of their native ancestors. 


Thrust and Drive of a Young Culture 

The film’s characters cast the character of 
the country as the pioneering spirit of New 
Zealand is shown in revolutionary farming 
methods . . . with planting and fertilizing done 
from airplanes. But the deeper essence of that 
spirit is distilled in close-ups of the virile faces 
of people at their work. The thrust and drive 
of a young culture is caught in visual vignettes 
of cities and factories . . . it comes through 
strongly in the warmly proud narration of a 
New Zealander’s voice. 

Realizing the magnitude of the challenge 


New Zealand offered, Strauss went there with 
an overall theme in mind based on the con- 
trasts in which the islands abound. 

This plan made it possible to weave frontier 
gold-mining towns hunting and fishing 
in a “tamed” wilderness magnificently 
untamed fjord-land . cities like Dunedin 
and towns like Ohinimutu into an integrated 
pattern of color, sound and excitement. 

The format enabled playing against each 
other a waterfall that is pure scenic delight and 
a waterfall harnessed for power . . . a primeval 
bubbling mud-flat against a 3000 foot geo- 
thermal bore for electric power generation. 

It also left room for such unplanned “grace 
notes” as a comic-epic battle between two in- 
furiated rams or a Maori boy plucking a fish 
from a cold stream to roast it in an adjacent 
hot geyser pool . . . as his people have done 
since the beginning of their time. 


Pan Am Offices to Arrange Showings 


Something New Under the Sun was filmed 
and directed by Henry Strauss, with script by 
Jerome Alden and original music by Earl 
Robinson. It is being shown non-theatrically 
(via local Pan Am offices nationally) and on 
television . . . and will be translated into sev- 
eral different languages for release abroad. 





Dees 7 
Above: scene in Wellington harbor in 
“Something New Under the Sun.” 
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Though color cameras focus on famed places around the globe, no scene 
in “Wonderful World” is more inspiring than America’s Grand Canyon. 


“WONDERFUL WORLD” 


Coca-Cola Bottlers Have a Big New Color Picture 


That's Taking Viewers to World's Scenie Wonders 


Below: with Sweden's imposing Town Hall across the water in Stockholm 
the crew pauses on a “take.” Right, below: Egypt's pyramids backdrop 
Jam Handy technicians as they film another “Wonderful World” scene. 
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Noca-CoLa BOTTLERS all over 
C the U. S. A. are taking their 
friends and neighbors on a 
colorful and inspiring screen jour- 
ney around the world, thanks to a 


new 43-minute sound motion pic- 
ture titled Wonderful World. 


To make the picture, film crews 
of The Jam Handy Organization 
travelled 174,644 miles, shooting 
scenes in 31 countries. An original 
music score was recorded by a 56- 
piece symphony orchestra and six- 
Forty-three of the 
world’s most colorful cities and 
world famous landmarks from 
Britain’s Parliament Buildings, the 
Pyramids, Victoria Falls and Kru- 
ger National Park to Hong Kong 
Harbor and Waikiki Beach were 
brought to the screen. 


teen voices. 


Songs and dances traditional to 
the lands where they were photo- 
graphed and recorded are an im- 
pressive Wonderful 
World. Fourteen countries are rep- 
resented with their ballets, ceremo- 
nial dances and folk music. Appro- 


feature of 


BUSINESS 
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priate to the product? A prologue 
to Wonderful World sums up the 
sponsor’s international objective: 

“The universal desire for some- 
thing beautiful, something ordered 
and in good taste is expressed in 
architecture, the arts, sports, the 
varying patterns of hospitality. In 
these designs for living, there are 
impressive parallels everywhere in 
this truly wonderful world.” 

And a Wonderful World it is for 
viewers fortunate enough to see the 
picture via contemplated theatrical 
release these coming winter months 
or through 16mm showings which 
will be arranged by local Coca- 
Cola bottlers who have acquired 
prints. 

Overseas audiences will be see- 
ing the film in England, Germany, 
France, Italy, Spain and in many 
Arab lands. Ted Duffield of Coca- 
Cola’s Advertising Department was 
coordinator of the extensive proj- 
ect, working with Pierre Mols and 
Frank Murray, director, for the 
producer, The Jam Handy Organ- 
ization. iy 
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Ralph Hoy: 


QUALITY IN FILMS IS A 
STRAIGHT ONE-WAY PATH 
vy Quality is no accident. A 
straight line is the shortest distance 
between two objectives and quality 
is a straight, one-way street. 

To achieve quality there can be 
no deviation. A fine film must have 
a clear-cut objective, one which 
can be seen from the starting line, 
and firmly fixed in the first few 
seconds. Length of film and its cost 
should be marked by the sum of 
the milestones to be covered—the 
points which make up the well-in- 
tegrated whole. 

In making a quality film no com- 
promise should be allowed. This 
calls for a top writer, producer and 
director. Then, working as a team, 
the selection of attractive, clean 
scenes, allowing for sharp con- 
trasts and change of pace, will de- 
termine the type of film to be used. 
A cleanly-cut visual effort backed 
by a score which will accentuate 
the whole will determine what is 
needed in narration. 

By then the cost will become 
apparent and it will be warranted 
if this direct approach reaches a 
sufficiently high level, where “grav- 
ity” will bring back dividends over 
the years to come. 

—Ralph L. Hoy 
Exhibit & Motion Picture Mer. 
Aluminum Co. of America 


“THE RESPONSIBLE MAN" 
IS YOUR COMPANY ROLE 
yy Upgrading audio-visuals in com- 
panies is most easily done by de- 
fining the calibre, scope, and re- 
sponsibility of the employee who 
mediates between the company 
and the producer. 

This “go-between” or “audio- 
visuals” man understands his com- 
pany’s policies, products, etc., and 
also understands audio-visual me- 
dia. This puts him in a unique po- 
sition. He and only he should talk 
for the company to the producer. 
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Anyone else in the company inter- 
ested in the production should 
communicate with the producer 
through the audio-visuals man. 
The producer must abide by the 
same rule. This leaves the respon- 
sibility for quality of audio-visuals 
squarely with one man. If the re- 
sulting productions are inadequate, 
it is easy to know whom to fire. 
—Henry Strub 
Aluminium Secretariat Limited 


Roy Vanderford: 


THESE ARE FIVE STEPS 
TOWARD A BETTER JOB: 
vy We will upgrade A-V activities 
if we: 

1. Keep well informed and 
worthy of being considered profes- 
sionals in A-V communications. 

2. Think of Audio-Visuals as 
tools that must be carefully de- 
signed and well made to be used 
with confidence and success. 

3. Constantly apply practical 
methods to measure the effective- 
ness of our principal productions 
so top management will have evi- 
dence of their success as profitable 
and efficient tools. 

4. Cooperate fully with any de- 
partment interested in using even 
the simplest audio-visual. 

5. Make sure top management 
sees all major productions. 

—H. L. Vanderford 
Film Production Manager 
American Telephone & 
Telegraph Co. 


BE OBJECTIVE: WE NEED 
MORE INQUIRING MINDS 
vx In my opinion, we can best help 
to up-grade Audio-Visuals in our 
companies by having inquiring 
minds—tough inquiring minds that 
almost reach the verge of skepti- 
cism. Too often, we are so carried 
away by the opportunity to demon- 
strate our rare skills in a mysteri- 
ous field that our thinking becomes 
subjective rather than objective. 
The best way to avoid this ex- 


tremely dangerous pitfall, is to ask 
ourselves, and the people for whom 
we are doing a job, these ques- 
tions: 

1. What is the objective? 

2. What are the reasons for 
wanting to attain this objective? 

3. Is the objective—and the 
reasons for its attainment—reason- 
able and valid? 

4. Is a visual aid—time, money 
and effort-wise—the best way to 
do the job? 

5. Is there sufficient material 
for both picture and sound—to 
make a convincing visual aid? 

6. Which visual aid will do the 
job best? 

7. Are sufficient funds available 
to do the job properly? 

8. Is there an audience—or can 
one be manufactured—for this 
visual aid? 

9. Can this visual aid be shown 
to the audience economically? 

10. Will there be a profitable 
return to the company for the time, 
money and effort expended on the 


H. F. Brown 


creation, production, distribution 
and showing of this visual aid? 
If these questions cannot be 
answered to the complete satisfac- 
tion of all the people involved, 
then the project is ready for re- 
assessment or abandonment. If 
they can be answered to everyone’s 
complete satisfaction, the project 


has a more reasonable chance of- 


SUCCESS. 

Nothing up-grades Audio-Vis- 
uals better and faster than success- 
ful projects that achieve their ob- 
jectives and give the company a 
profitable return on its money and 
the time and efforts of its people. 
Likewise, nothing down-grades 
Audio-Visuals faster and farther 
than unsuccessful projects that are 
slowly—but surely—sunk in the 
deep sea of bickering and recrim- 
inations. Unfortunately, too many 
Audio-Visual projects are doomed 
to this bitter fate at the start. 


—H. F. Brown, Manager 
Visual Aids Division 
Shell Oil Company 


The Men Who Help Guide 
A-V Programs in Leading 
Industries Present Their 
Experienced Viewpoints: 


How 

We Can 
Upgrade 
Audio- 
Visual 
Activities 
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Companies 
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UPGRADING AUDIO-VISUAL ACTIVITIES: 


Ray Bonta: 


WE PROMOTE BETTER USE; 
LET PEOPLE KNOW US 


ve Upgrading of audio-visual ac 
tivities at General Electric consis!s 
of two steps—first—promoting the 
effective use of these communica- 
tion tools, and second, selling our 
availability and talent to our clients 
within the Company. 

Since we operate on a decen- 
tralized basis, the Visual Educa- 
tion operation has no “captive 
business.” Rather, we work with 
our associates in our Advertising 
and Sales Promotion Department 
on the campaign plans of more 
than forty product departments 
Fitting audio-visual tools in the ba- 
sic advertising campaign plan is an 
important element. 

Naturally we try to do the best 
possible job within budget on every 
audio-visual assignment. This kind 
of performance is a must if we 
hope to get more business from 
that department as well as from 
others who hear about the job. 

We promote and explain the 
value of audio-visual tools through 
our monthly Visual Education Re- 
port issued to all our clients and 
prospects. Every year twenty of 
our top copywriters go through a 
14-session Visual Media Course 
for a better understanding of these 
tools. We have recently made up a 
fifteen-minute film showing audio- 
visual tools being used by General 
Electric sales engineers in the field. 

Tape recorded talks of many of 
our key executives made at a man- 
agement conference were sent to 
them with our taped promotional 
message on it. Tours for prospec- 
tive clients through our Audio- 
Visual Center in Schenectady also 
help us to sell. This planned pro- 
motional and publicity program of 
our work has been helpful in stim- 
ulating the use of audio-visual ac- 
tivity inthe Company. These things 


promoting the use of audio- 

visual tools and telling people 
we're available to do this kind of 
work—have, I believe, upgraded 
audio-visual activities at General 
Electric. 

R. W. Bonta 

Manager, Visual Education 

Advertising & Sales 

Promotion Dept. 

General Electric Company 


Alan Morrison: 


BECOME A ‘“‘PROFESSIONAL”’ 
IN KNOWLEDGE, EXPERIENCE 


Audio-visual activities can only 
be upgraded in the eyes of manage- 
ment if the service rendered proves 
to be an effective aid in communi- 
cation. To do this a top audio- 
visual specialist will not be satis- 
fied just to know what mechanical 
aids to use but to become an ad- 
visor in the techniques and the use 
of aids that help to deliver the 
message. 

An audio-visual man must per- 
form as a professional. He will 
then become known as the “man 
to see.” In this way the stature of 
the man increases and he becomes 
valuable in his service to his com- 
pany. His management will not 
want to communicate unless they 
consider the use of audio-visual 
aids in the preparation. 

There is a continuing challenge 
to audio-visual experts to broaden 
their experiences, knowledge and 
application of this special kind of 
aid to management. 

If the activity brings benefits to 
management there will be no need 
to be upgraded. It will find its im- 
portant and proper place in the 
management structure. 

-Alan W. Morrison 

Ass't Mer., Administration, 
Public Relations 

Socony Mobil Oil Co., Inc. 


NINE KEY POINTS FOR 
AUDIO-VISUAL PROGRESS 


Executives are well aware that 
their ability to solve managerial 
problems is not so much a matter 
of what they know, or what they 
can do, as it is what they can get 
others to do. 

Every discerning manager 
knows that obtaining understand- 
ing, cooperation and helpful re- 
sponse from his employees, or 
the public, results primarily from 
good communication. They realize 
their success in solving the prob- 
lems of management reveals how 
well they can communicate to in- 
form and direct; to explain, influ- 
ence and persuade, to instruct and 
train. Successful managers have 
heartily welcomed the help and as- 
sistance they have received from 
the use of time-saving and effec- 
tive audio-visuals. 

Audio-visuals will be upgraded 
only when, in their planning, pro- 
duction, distribution, use and eval- 
uation, it will be recognized by our 
companies, that 


—the problems of management 
have been identified and under- 
stood; 


—the problems have been the 
subject of comprehensive research 
and thoroughly analyzed; 


—the e2udio-visuals have been 
competently planned and designed 
to inform and motivate those audi- 
ences whose cooperation and as- 
sistance will be required for solu- 
tion of their problems; 


—they have been faithfully pro- 
duced in accordance with the 
script, and accepted; 


—they have been economically 
produced, and within the author- 
ized budget; 


—their distribution has been 
thoughtfully planned, and they 
have been presented to their in- 
tended audience; 


—they were exhibited with pres- 
entation techniques that aroused 
interest in the problems; 


—their use was critically evalu- 
ated and reported to all concerned; 


—their contribution to the solu- 
tion of managerial problems is 
recognized by top management as 
a desirable and profitable invest- 
ment in understanding and accom- 
plishment. 


—J. T. Hawkinson, Manager, 
Audio-Visual Services, 
Illinois Central Railroad 
Company 


BUSINES 


Frank Rollins: 


SELL AUDIO-VISUALS AS 
WE ‘‘SELL’’ WITH FILMS 
When an audio-visual is pro- 
duced, careful study usually goes 
into the subtlety of the approach 
needed to motivate the intended 
audience, but this kind of thinking 
doesn’t start as a rule until the plan 
to make the audio-visual has been 
approved by management. 
Possibly more care should be 
given to the subtleties of “selling” 
audio-visuals in the first place, 
thereby insuring a larger percent- 
age of project approvals. 
—Frank S. Rollins, Manager 
Motion Picture Department 
E. R. Squibb & Sons 
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Fred Beach: 

ALWAYS MEET THE NEED; 
DESIGN BETTER PRODUCT 
ve The Audio-Visual Man is gen- 
erally in the position of running a 
service operation. He can best up- 
grade his operation by making sure 
that he always serves a need and 
designs his product to do a specific 
job. 

He must gradually advance his 
work so that he no longer produces 
“aids” but a product that takes its 
place alongside all other recog- 
nized media. It must be considered 
on an equal footing with all other 
forms of communication. 

—Frederick G. Beach, Manager 

Visual Aids Department 
Remington-Rand 
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WHEN PRODUCING VISUALS 
USE CAPABLE SPECIALIST 
yr I believe the re-application of 
old principles and attitudes is most 
important to continuing growth in 
the audio-visual field. For example: 

Make the media fit the need. 

Too often we are inclined to use 
the audio-visual aid that we are 
most familiar with or is the least 
expensive or that the boss likes 
the most rather than taking the 
time and effort to apply the aid 
that will do the best job for the 
situation. 

Use the specialist who is most 
capable. 

There is a great deal of differ- 
ence between the art of producing 
a motion picture and the art of 
producing a sound slidefilm. Spe- 
cialists in this field have been 
trained to think in terms of their 
particular media. I find that this 
often extends into the editorial ac- 
complishment. A good advertising 
copywriter is very rarely a sound 
slidefilm writer. Therefore, it is 
important to use people who know 
how to do the job best. 

Determine the result 
then budget the money. 

Although it is possible to pro- 
duce an audio-visual aid to fit any 
budget and because money is an 
important part of every-day life, 
we are most often inclined to plan 
our audio-visual projects from an 
established budget. Nine times out 
of ten, we reduce effectiveness 
with this approach. The greatest 
motion pictures, slidefilms, etc. 
that I have seen have been pro- 
duced by people whose first thought 
was result. 

Let people know that an audio- 
visual aid is a means to an end, 
not the end itself. 

The fact that we use the three- 
letter word, “aid,” so often in our 
proposals and conversations makes 
it quite common and we fail to 
realize that an audio-visual is an 
aid or an assist—that it very rarely 
accomplishes the whole job in it- 
self. 

Be sure the user knows how to 
use these tools. Audio-visual aids’ 
people are technicians, creative 
artists, and are too often so close 
to the production of the media that 
they fail to understand that there 
are techniques for using the media. 
Some of the greatest audio-visuals 
ever produced have lost their ef- 
fectiveness because the user did 
not know how to present them. 


—E. M. Campbell, Manager 
Sales Training, Plumbing 
and Heating Division, 
American-Standard 
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Peter Hickman: 


ESTABLISH FILM’S GOAL 
AND INTENDED AUDIENCE 


vx It’s all too easy for the audio- 
visual specialist—client or pro- 
ducer—to become so engrossed in 
the film itself that he loses sight of 
the main objective. He becomes so 
enchanted with the design of the 
vehicle that he forgets which di- 
rection it’s supposed to be heading 
and the results can be disas- 
trous. 

Everyone concerned should 
know from the start exactly what 
single purpose the film must ac- 
complish, and what kind of people 
must absorb and understand i‘s 
message. 

Secondary objectives are all right 
as a by-product, but not if they 
distract attention from the main 
point. Too many films degenerate 
into a good-looking but confusing 
mishmash of sales-promotion, 
training, public relations, em- 
ployee indoctrination, etc. 





—Peter Hickman 
Training Director 
Smith Kline and French 





George Dorman: 


PROFIT BY EXPERIENCE; 
SET LEADERSHIP GOALS 


Success in the audio-visual field 
is governed by the same principles 
as in other fields: help wherever 
we can; do it effectively; do it on 
schedule; do it 


according to a 
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UPGRADING AUDIO-VISUAL ACTIVITIES 


sound, well-considered plan; do it 
within the budget; do it with each 
audio-visual team member con- 
stantly striving to make a greater 
contribution. 

The audio-visual team should 
constantly review and criticize its 
own work, observe results and 
generally profit by experience. 
Each member of the team should 
be encouraged to become increas- 
ingly capable to meet a greater 
challenge. The team captain must 
ever be alert to practice good 
leadership and, thereby, deserve 
the respect of his aides. 

If we do an increasingly more 
effective job, more departments 
will request our services. That, in 
my opinion, is the surest way to 
UPgrade Audio-Visuals in our 
companies. 

—George J. Dorman 
Assistant to Director 
Communications Services 
United States Steel Corp. 





Alden Livingston: 


LET'S USE THESE TOOLS 
WITH MORE CREATIVITY— 
vy It seems that the time has come 
to concentrate on the utilization of 
audio-visual equipment and mate- 
rials rather than talk “gimmicks” 
or “gadgets.” Now that we have a 
pretty complete set of tools, our 
use of them depends entirely upon 
our own creativity. 

It is time for a more positive and 
aggressive approach. Too much 
emphasis has been placed on the 
“aid” instead of selling the medium 
as an end to better communica- 
tions. 

—Alden H. Livingston 
Manager, Motion Pictures 
Advertising Department 
E. I. du Pont de Nemours 
& Co., Inc. 





Frank Greenleaf: 


APPLY WHAT YOU LEARN 
TO COMPANY'S BENEFIT 
vy The best way I know of to “Up- 
grade Audio-Visuals in Our Com- 
panies” is to strive continuously to 
learn more about the field our- 
selves and thereby be ready to util- 
ize our knowledge for the benefit 
of our company. In other words, 
we siould keep up-to-date as much 
as possible. 

There are several ways of doing 
so. One good way is to belong to 
and actively take part in groups 
which discuss problems and ex- 
change ideas in this field. The In- 
dustrial Audio-Visual Association 
is an outstanding example of such 
a group. 

Another good way is to read the 
many fine books and publications 
available on the subject which con- 
stantly reach our libraries and 
newsstands. BUSINESS SCREEN, for 
instance, not only contains a wealth 
of information itself, but also lets 
one know of other new publica- 
tions as they become available. 

And don’t overlook the sales- 
man. All of us in this work receive 
calls from many salesmen anxious 
to demonstrate new equipment or 
offer services. Far from being 
pests, they can often solve a prob- 
lem or introduce you to a new tool 
which can be a valuable aid. 

Summing up, a good A-V man 
(1) overlooks no information 
which in turn will help him to be 
of more value to his company. (2) 
Makes sure that he translates all 
this information in his respective 
company. 


—Frank B. Greenleaf, 
Supervisor 
Film Distribution 
United States Steel Corp 


All of these contributors are members of the Industrial Audio- 
Visual Association. This feature continues in our next issue. 











Tom Willard 


LET MANAGEMENT KNOW 
AUDIO-VISUALS’ VALUE 


In order to upgrade Audio- 
Visual activities in our companies, 
some of us must first establish ihe 
validity of the Audio-Visual con- 
cept. 

We must demonstrate to man- 
agement the existence of a highly 
developed body of knowledge, 
utilizing a variety of closely related 
techniques, the whole constituting 
a well-defined branch of the sci- 
ence of communications. 

When, as a result, the Audio- 
Visual capabilities of the company 
have been concentrated in a single 
organizational unit (no matter how 
large or how small), we will have 
created a condition for maximum 
improvement. 

—T. W. Willard 

American Bosch Arma Corp 





Harold Daffer 


THE “RESTLESS SPIRIT"’ 
LOOKS FOR BETTER WAYS 
* We have in our corporation a 
pet theme aptly labeled “a spirit 
of restlessness” and we in our own 
domain of Audio-Visual attempt to 
capture that spirit to its fullest de- 
gree 

We are never satisfied with yes- 
terday’s endeavor, but constantly 
seek to upgrade our work. We cast 
around for the unusual way to tell 
the usual story, to captivate the 


eye, capture the mind, en-trance 
the ear. 

We link this spirit of restless 
creativity with the hard-working 
word service, and even in the 
smallest assignment try to do a job 
for our client that will always meet 
his deadline, tell his story elo- 
quently, reflect credit on his opera- 
tion, make our entire corporation 
bespeak quality. 

Be the assignment large or small 
we give it all we've got, and then 
find ourselves completely awed by 
our work load which grows and 
grows ad infinitum. 


~Harold W. Daffer 


Staff Film Producer 
Minneapolis-Honeywell 





Charles Shaw: 


WE NEED MORE FOLLOW-UP 
WHEN FILM'S ON THE JOB 


The enthusiasm we all have for 
a new audio-visual production ts 
pretty good insurance that it will 
get shown—for awhile. But when 
the tensions of production and the 
excitement of previews have died 
away we may overlook a tremen- 
dous truth: the useful life of our 
latest creation has just begun. 

Even our own enthusiasm is 
liable to wane after the dozenth or 
so showing and we develop the at- 
titude that it’s “old stuff.” But, re- 
gardless of how we may feel, our 
audio-visual presentation still car- 
ries the same punch and is just as 
effective as ever with each new 
audience. 

The finest A-V presentation is 
worthless if it isn’t used; we must 
follow through for the maximum 
number of showings if our presen- 
tation is to pay its way. 

A presentation is like an auto: 
you have to put it on the road and 
ride it continually if you expect to 
get anywhere. 

—Charles N. Shaw 
Audio-Visual Director 
Armour and Company 


IMPROVE OUR CAPABILITY 
TO HELP OUR MANAGEMENT 
vy First of all, we as audio-visual 
people should do all we can to 
improve our own individual capa- 
bilities by first taking advantage 
of special training offered by our 
own companies and by taking ex- 
ternal courses related more spe- 
cifically to A-V work; art, printing 
and typography, etc., available 
from local colleges and institutes. 

If our management is not using 
A-V’s, it is our task to acquaint 
them with the advantages of using 
them, prepare case histories, ex- 
amples, etc., of how visuals have 
helped in other companies. 

Most important, we should strive 
for acceptance, on the part of 
management, of depending on our 
services. When we are given a job 
by management, they should know 
that it will be completed to their 
satisfaction on time without need 
for further responsibility on their 
part. 

—Raymond W. Roth 

Senior Staff Assistant 

Graphic Arts & Distribution 

United States Steel Corp. 





“Pat” Haynes: 


CLOSE THE GAP BETWEEN 
AUDIENCE AND PRODUCER 
vx In the effort to improve the ef- 
fectiveness of A-V aids, I suggest 
that a stronger rapport be estab- 
lished between the intended audi- 
ence and the producer. This is, | 
believe, a neglected factor. 

In the production of motion pic- 
tures for the public, “pretesting” 
in itself is not sufficient but, cou- 
pled with an opinion from an 
experienced distributor at the plan- 
ning stage, a strong guide can be 
established. To avoid it has proven 
disastrous in too many instances. 

—R. J. Haynes, Supervisor 
Film Distribution 
Motion Picture Dept. 
Ford Motor Company 
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Deforest Treichler: 


TAKE YOUR RESPONSIBILITY 
—LIVE UP TO THE JOB 


A 


vy In my opinion the upgrading 
of audio-visual activities in many 
companies may not be possible at 
present due to the lack of a clear- 
cut audio-visual aid policy and ob- 
jective; however, if this is spelled 
out in writing, then and only then 
can an audio-visual advisor or 
manager attempt to build or ex- 
pand a worthwhile A-V setup. 

One of the most effective meth- 
ods of upgrading the audio-visual 
activities in any company is for the 
audio-visual manager or advisor to 
have his activities so organized and 
equipped that he is in a position to 
bring the maximum benefit to the 
management, key personnel and 
others in all departments of his 
company. 

In this key role he will render 
advice and assistance, providing 
an audio-visual service that will 
enable his management, key per- 
sonnel and others to communicate 
their ideas more effectively in all 
types of formal and informal pres- 
entations. 

—Deforest G. Treichler 

Training Advisor 

Socony Mobil Oil Co., Inc. 





LOOK FOR SOLUTIONS TO 
YOUR COMPANY'S PROBLEM 
1. Stop trying to find reasons 
for greater use of Audio-Visuals— 
look for company problems the 
Audio-Visuals will help solve. 

2. Teach, by example, the effec- 
tive use of Audio-Visual aids and 
use the simplest and most econom- 
ical to make your points. 

3. Never plan a “terrific” Au- 
dio-Visual aid—plan a solution to 
a problem. The Audio-Visual aid 
will be recognized for what it does 
rather than what it is. 

—W. J. Connelly 
Assistant Advertising Manager 
Union Carbide Plastics Co. 
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Industrial Audio-Visual Executives— 





Review Communication Problems 


at Eventful Princeton Meeting 


Highlights of the Association’s Annual Fall Program 


EMBERS OF THE Industrial 

Audio-Visual Association 

returned to the Princeton 
Inn, Princeton, N. J., for the sec- 
ond successive year on October 
13-14-15, to hold the L.A.V.A.’s 
annual fall meeting in the East. 

Program Chairman H. LeRoy 
Vanderford (American Telephone 
& Telegraph Company) explained 
that his committee had decided to 
forego outside visits this year so 
that members would have more 
time to discuss their day-to-day 
problems in audio visual commu- 
nication. 

Cites Value to Members 

“Our members present have 
common problems,” Mr. Vander- 
ford said, “yet, they are surpris- 
ingly wide in scope. Many of us 
are concerned with the adminis- 
tration of public relations and 
training programs that use every 
form of audio-visual materials 
from tape to motion pictures. 

“Others are concerned primarily 
with television, advertising, em- 
ployee information and sales pro- 
motion. Some produce their own 
films, others work through produc- 
ers. Most of us either have a lot 
of know-how or know someone 
who does. 

“This is the reason this organi- 
zation is so valuable to us and to 
our companies. Perhaps the great- 
est benefit we share as members 
of this very personal organization 
is the privilege to call on any mem- 
ber for counsel or help when we 
need it. 

“One of the principal purposes 
of the national meetings is to pro- 
vide the opportunity to meet and 
get to know fellow members, to 
exchange ideas, experiences and 
information that will help us in 
our audio-visual work.” 


Wide Range of Topics 

The program Mr. Vanderford 
and his committee presented com- 
prised a wide overview of the au- 
dio-visual scene. Technical demon- 
strations included those of Roy R. 
Mumma (U.S. Steel) on a new 
method of pre-testing films; Dennis 
Gunst (Fordel Films) on_ post 


sound synchronization for motion 
William Gibbs (MGM- 
on the use of cobalt blue 


pictures; 
TV) 
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lighting for making traveling 
mattes; Edward Winkler (Eastman 
Kodak) on the new Eastman ASA 
160 color reversal motion picture 


‘film; John Hoppe (Mobilux Co.) 


on the Mobilux method of produc- 
ing “animation” effects; and Mrs. 


V. Smith (Polaroid Corp.) on the 

new Polaroid ASA 3000 film. 
Papers on film production and 

utilization were presented by Dr. 





AT&T’s Roy Vanderford, program 


chairman at Princeton. 


Don Williams (Kansas City Uni- 
versity); Willis H. Pratt (Ameri- 
can Telephone & Telegraph Co.); 
Earl Whitcraft (Socony Mobil Oil 
Co.); Charles Corn (Admasters 
Prints); and Ott Coelln (BUSINESS 
SCREEN ). 

Panel discussions were conduct- 
ed by W. J. Connelly (Union Car- 
bide) and D. G. Treichler (Socony 
Mobil Oil Co.). 

Guest speakers at the President’s 
Dinner were Richard J. Jennings 
(Monitor) and M. D. Schackner 
(Johnson & Johnson). 

Five new members were elected 
to the Association: Jack Borland 


(Smith, Kline & French), Jack 
Flynn (Union Carbide), Erik 
Kristen (Pan American World 
Airways), Don Peterson (Cater- 


pillar Tractor Co.) and Jerry Mc- 
Garry (Wyeth Laboratories). 

John T. Hawkinson (Illinois 
Central Railroad Co.), president 
of 1.A.V.A., greeted members and 
guests with a presentation of the 
importance of audio-visual com- 
munications in industrial manage- 
ment. 


“In industry today,” Mr. Haw- 
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dustrial Audio-Visual Association holds annual fall meeting. 


kinson said, “with its mass com- 
munications problems, we would 
be poorly informed, poorly di- 
rected, and poorly trained were it 
not for the use of audio-visual me- 
dia. 

“In their dominant role of com- 
municating intelligence audio-vis- 
uals exert a profound influence in 
our lives. Every meeting brings us 
to a new threshold. 

“Investment in Understanding” 

“Technical advances in the art 
of communication must be ex- 
plored, explained, utilized and 
evaluated. The psychology and 
technique of presenting both new 
and old audio-visual communica- 
tors is a never-ending phase of our 
communications problems. 

“| like to think of our I.A.V.A 
activities as a behind-the-scenes 
operation in our companies. For 
any company it is an investment 
in understanding. The ever-ex- 
panding use of the effective com- 
municators in industry has been 
continually enhanced throughout 
the years by the members of this 
organization. Not only to the credit 


Below: 


of themselves but, most important, 
to the benefit of their manage- 
ment.” 

Roy R. Mumma (U.S. Steel) 
described a recent project of his 
company in the realm of humaniz- 
ing and personalizing communica- 
tions techniques. Assigned the job 
of making a visual presentation 


based on a booklet, Management 
Guide to Communications, Mr. 
Mumma’s task force committee 


first made a sound slidefilm using 
130 Polaroid slides, rough art, and 
non-professionally recorded tape 
track of a proposed film, Bear by 
the Tail. 

Decide on Professional Job 

This film, presented to top man- 
agement, was so well received that 
a decision was quickly made to 
produce the motion picture pro- 
fessionally. Mr. Mumma said that 
the pre-testing idea was econom- 
ical, convincing and provided such 
an excellent blueprint for the final 
production that filming was fast, 
efficient and considerably within 
the budget assigned to the project. 

Dennis Gunst (Fordel Films) 


panelists Fred Beach, Bill Connelly, Ray Roth and Frank Rol- 


lins discussed improving company use of audio-visuals in 1960. 





Monitor’s Dick Jennings (NBC) 
was a speaker at annual dinner. 


From MGM-TY, Bill Gibbs told 
of useful film techniques . . 


Dr. Don Williams described a pro- 
duction program overseas. 


Charles Corn (Admaster Prints) 
showed a useful slidefilm . 





Industrial A-V Executives Meet: 


(CONT'D FROM PRECEDING PAGE) 


demonstrated his method of accu- 
rately post synchronizing speech to 
pre-photographed scenes. Highly 
complicated, the method involves 
recording equipment designed by 
Mr. Gunst, which starts and stops 
automatically as each speech se- 
quence appears on the screen. 
Although hard to describe, the 
proof of the system was entirely 
convincing: a demonstration film 
enacting a Shakespearean scene 
was recorded by post synchroniza- 
tion and with complete fidelity. 
Mr. Gunst said it was most use- 
ful in providing good sound tracks 
of scenes photographed under dif- 
ficult conditions — out of doors, 
noisy factories, etc. With his sys- 
tem, extraneous noises may be 
eliminated, if desired, or realistic- 
ally controlled by proper mixing. 


When Egg-Heads Are Best 

Dr. Don Williams (formerly at 
Syracuse University) told how 
Syracuse undertook a million dol- 
lar film production program for the 
United States Information Service 
in Iran, Greece and other mid-east 
countries. 

He explained that in some 
“touchy” areas it was possible for 
such “egg-head” groups as college 
people to accomplish much more 
in reaching the people, getting 
them to cooperate in film produc- 
tion, than official agencies. 

The purpose of the films was to 
show, by example, how some vil- 
lages had helped themselves pro- 
gress in physical well-being. Dr. 
Williams showed one typical exam- 
ple, a film of the men and women 
of a remote village in Greece— 
Kosmos—who had built a 10 Km 
road, all by themselves, connecting 
their mountaintop homes to the 
main road to Sparta for the first 
time after centuries of isolation and 
gradual stagnation away from the 
main stream of life. 

Based on the example of the 
Syracuse film unit, the Iranian 
government has recently set up a 
complete film production center 
which is making pictures on social, 
health and welfare problems of the 
people of Iran. 

Measuring Films’ Effects 

Willis Pratt (American Tele- 
phone & Telegraph Co.) described 
methods the Bell System has de- 
veloped for measuring the tangible 
effectiveness of employee informa- 
tional films. 

With 12 years of experience in 
testing films for public use, AT&T 
has recently been using similar 


techniques to test employees be- 
fore and after seeing films. 

Mr. Pratt stressed that while 
quantitative measurements are all 
right in their place, qualitative 
measurements serve a greater pur- 
pose in determining the effective- 
ness, not only of film, but of any 
other method of communication. 

AT&T has found this, for in- 
stance, in determining the value of 
an informed employee force, that 
customers who know and talk to 
company employees have an 11% 
better attitude toward the company 
and its management than those 
who don’t. They also have a 4% 
better attitude toward the company 
regarding the cost of the service. 


Hostess at [AVA meeting was Mrs. 
Bert McGarry, shown above with 
member, Bert, of Socony-Mobil. 


It is this type of qualitative meas- 
urement that the company has 
found to be more useful than 
counting the number of times a 
film has been shown. 

Mr. Pratt introduced statistical 
evidence that employees were bet- 
ter informed after seeing company 
films, had a better attitude toward 
the company, had a greater desire 
to transmit this information to cus- 
tomers, and of all methods of re- 
ceiving information they preferred 
movies (64% ) over house maga- 
zines (47%), booklets (42%), 
employee bulletins (33%), post- 


Roy Mumma of U.S. Steel was 
twice-featured on program... 


ers (27%), and flip chart talks 
(22%). 

Gibbs Tells Film Technique 

William Gibbs (MGM-TV) de- 
scribed various methods of photo- 
graphing foregrounds for superim- 
position on backgrounds separate- 
ly filmed. His company’s system, 
using cobalt blue backgrounds for 
making traveling mattes, was dem- 
onstrated by color and b/w scenes 
from MGM movies and TV com- 
mercials. 

Mr. Gibbs said the blue process 
eliminates the “hot” center spot so 
often encountered in background 
projection, and has technical ad- 
vantages over other traveling 
matte systems. 


Shows New Eastman Stock 

Edward Winkler (Eastman Ko- 
dak Co.) showed reels of film 
made with the new Eastman Color 
Reversal Film, Daylight Type SO- 
260 (ASA 160), and Tungsten 
Type SO-270 (ASA 125). Though 
not of optimum quality, and de- 
signed for special purposes, the 
new films showed surprisingly good 
color saturation and accuracy, 
much less grain than might have 
been expected from a film of this 
speed. It is not expected to replace 
(CONTINUED ON PAGE 65) 


Below: new IAVA members pictured at Princeton were (I to r) Jack 
Flynn, Erik Kristen, Don Peterson, Jack Borland and Jerry McGarry. 
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The Telephone in Today's Home 


Bell System Presents a “Plan for Pleasant Living” 


Sponsor: American Telephone & 
Telegraph Company. 

TITLE: Plan for Pleasant Living, 
15 min., color, produced by 
Owen Murphy Productions. 


yr A model home, planned by the 
editorial staff of Goop House- 
KEEPING Magazine, opened for 
public inspection last fall in Mid- 
dletown, N.J. Endowed with im- 
aginative design and decor, the 
home was widely acclaimed; dur- 
ing the period it was open to the 
public over 150,000 people went 
through it. 

The Bell System, impressed by 
the house, and particularly because 
it was a “well-telephoned” home, 
has released a film which takes 
viewers through the premises in a 
Style reminiscent of “Person to 
Person.” Audiences see not only 
Good Housekeeping’s concept of a 
well-designed residence but also 
some ideas on good telephone 
planning including appropriately 


located telephones in color, dial 
night lights, door answering by 
telephone and a portable extension 
in use at an outdoor location. 
Some of these items will be part of 
the telephone company’s Home 
Communications System, which 
will be available to the public in 
1960. 

Plan for Pleasant Living was 
produced principally to reach wo- 
men and employees—women 
through the home decorating ap- 
peal and a “soft sell” approach— 
employees through a graphic rep- 
resentation of good telephone plan- 
ning, to enhance their appreciation 
of the sales job. 

The Bell System Companies’ 
merchandising activities for in- 
creased residence extensions have 
produced excellent results during 
the past three years—a net gain of 
over a million each year. This film 
is tastefully designed to supplement 
the “well-telephoned home” cam- 
paign. my 


Stars Help Make “Won 


Sponsor: United Fund of Alle- 
gheny County (Pittsburgh). 


TitTLe: Won In a Walk, 24 min., 
produced by R. G. Wolff Studios. 


The 1959 United Fund Cam- 
paign of Allegheny County ( Pitts- 
burgh) is getting a warm response, 
despite local exigencies of the steel 
strike. 

Playing an important role in 
building public interest is a 24- 
minute motion picture, Won In a 
Walk, produced by Raphael G. 
Wolff Studios, Inc. under the per- 


In a Walk” a Winner 


sonal supervision of R. A. Roxas, 
Westinghouse Mfg. Corp. 

Dick Roxas, who heads up mo- 
tion picture activities at Westing- 
house, has supervised production 
of several United Fund films for 
his home county in recent years. 
One of these was a national award 
winner and Won In a Walk up- 
holds that record. 

The basic story need of such 
films is to show contributors where 
their money goes. A _ top-flight 
professional cast which includes 


(CONTINUED ON PAGE 69) 


Below: Ethel Mertz, Eddie Albert and Bill Frawley in 
a scene from the United Fund film “Won In a Walk.” 
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These are scenes from “The Onlooker,” current N.Y. Fund picture. 


Fund Film Aids N. Y. Campaign 


Showings of “The Onlooker” Reach Large Audience 


Sponsor: Greater N.Y. Fund. 
TitLe: The Onlooker, 11 min., 
produced by MPO Productions. 

The Onlooker, the 11-minute 
film being used by the Greater New 
York Fund in its 1959 campaign, 
has been “particularly successful,” 
the fund reports. 

The organization, which expects 
to top last year’s record $7,000,- 
000, distributes funds to 425 co- 
operating agencies. 


Narrated by Henry Fonda 

The Onlooker, a b/w film nar- 
rated by actor Henry Fonda, was 
shot on location in turbulent New 
York City. In five dramatic vi- 
gnettes, it portrays the problems of 
the old, the troubled, the handi- 
capped, the homeless and the sick, 
and shows how these unfortunate 
souls are aided by the fund. 

The motion picture, filmed by 
MPO Productions, Inc., also spells 
out restrictions of participating in 
the fund: groups cannot raise their 
own funds by sending unrequested 
merchandise through the mails, em- 
ploy fund raisers on a commission 
basis or send out literature for help 
in the name of a person needing 
the service. It must also fill a 
vital community need. 


Disburse Over $100 Million 

The fund is supported by corpo- 
rations, employee groups, trade 
groups and other organizations. 
Solicitation is made only at loca- 
tions of employment. Since its 
founding in 1938, the fund has 
disbursed more than $100,000,000 


for cases in the five boroughs. Ma- 
jor activity of the organization is 
during May and June but the film 
will continue to be shown the rest 
of the year. 
Shown on All Channels 

All seven New York television 
channels ran the film in its en- 
tirety and NBC-TV presented an 
hour-long Sunday feature built 
around it. A one and a half minute 
film was shown in all major thea- 
tres in the New York area. In addi- 


tion, many companies, such as 
International Business Machines, 
New York Telephone Co. and 


New York Life Insurance Co., ran 
the film for employees on company 
time. 

The picture was made by an 
MPO team headed by producer- 
director Ira Marvin, working close- 
ly with Hal Golden, the fund's 
public relations director. i) 








You Be the Jury 


vy Boston’s United Fund has 
a current 8-minute film titled 
You Be the Jury, produced 
by Dekko Films. Attorney Jo- 
seph Welch, recently starred 
in Anatomy of a Murder, 
asks his fellow citizens to 
judge the merits of the fund 
in a moving appeal which 
stresses the need to have 
“people helping people.” | 
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“The customer is king!” 
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This is true in a very literal sense, says Borden, 


and he proceeds to prove it in Dartnell’s new training film. 


Personality and Sales Success 


Latest Darinell Picture Featuring Borden & Busse 
Will Help in “Developing Your Sales Personality” 


| NSPIRATION AND PRACTICAI 
guidance, via the motion pic- 
ture screen, has for many years 
been a prime consideration with 
the Dartnell Corporation, pub- 
lishers and creators of widely-used 
sales training materials. Within the 
past decade, the Dartnell hallmark 
has appeared on numerous busi- 
ness pictures, many of them fea- 
turing the team of Borden and 
Busse and at least one (Solid Gold 
Hours) starring the talented Monty 
Wooley 

The Dartnell library has been 


enhanced by a new production this 
month. Recognizing that the per- 
sonality of the salesman can have 
profound effect on the business 


he produces, the messrs. Borden 
and Busse have turned their atten- 
tion to the development of a good 
sales personality. 
Quirks That Lose Sales 

In a 30-minute sales training 
film titled Developing Your Sales 
Personality, the B & B duo demon- 
Strate the personality quirks com- 
mon to so many salesmen, all of 
which can cause them to lose the 


Salesman Busse shows buyer Borden the right and wrong ways to sell 
hi-fi phonograph equipment in “Developing Your Sales Personality.” 
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business. With Borden directing 
the action and Busse enacting the 
salesman’s role, they show in prac- 
tical and often humorous sketches 
how any salesman can improve 
his sales personality, correct his 
personality weaknesses. 
The Eyes Show Sincerity 

These are highlights of key 
points developed in the film: 

—why it is important for a 
salesman to cultivate a modest 
manner and why it will result in 
getting more orders. 

—how to form eye contact 
habits that will impress customers 
Or prospects with the salesman’s 
sincere desire to help. 

—how a salesman can develop 
courtesy habits that make the cus- 
tomer feel he is the king. 

—the importance of the sales- 
man’s voice in selling and how to 





Above: get rid of meaningless body 
doodles, advises Borden as he 
shows how composure and self- 
possession work to the salesman’s 
advantage. 


develop facial habits that signal 
friendliness. 

—developing composure habits 
that radiate confidence and elimi- 
nate distracting “quirks” that lose 
sales. 

—the importance of enthusiasm 


in selling and how to make an 
animated sales presentation that 
gets the point across. 

—how to form promise-keeping 
habits that build a reputation for 
reliability for both the salesman 
and his company. 


A Useful Meeting Tool 


Obviously, no “general” film 
ever quite “fits” the exact needs 
of the individual company but this 
one packs a maximum of “meat,” 
has lots of carry-over power for 
any sales meeting. It can well be 
used as a regular part of a sales 
training program—to supplement 
company data and specialized 
training in selling skills. 

The complete kit, in addition to 
the film, reel and can, includes a 
comprehensive meeting guide with 
detailed suggestions on use of the 
film. Charter subscribers who pur- 
chase the kit during initial months 
(November & December) of its 
introduction may acquire Develop- 
ing Your Sales Personality at the 
special price of $250.00. 

The charter purchase includes 
the right to purchase additional 
prints at 50% discount. After offi- 
cial release date, December 31, 
1959—the price will be $295.00 
per print. 


May Be Rented Next Year 


Prints will also be available on 
a rental basis after January 2, 
1960 at the rental rate of $1.00 
per person, per showing. A mini- 
mum charge of $40.00 is made on 
such rentals, plus transportation 
costs on the film both ways. Write 
the Dartnell Corporation, 4660 
Ravenswood Avenue, Chicago 40 
for further details. Vy: 


“Beyond Gauguin” Shows Life on the Reefs 


Underwater Study off Tahiti Is a Contribution to Science 


A new film on underwater life 
of the Tahitian reefs has recently 
been released in New York. It is 
the work of a remarkable woman, 
Gertrude S. Legendre, and a team 
of motion picture technicians 
which included Lamar Boren, a 
foremost underwater cameraman; 
Lehman Engle, who composed a 
special score for the film; and Wil- 
lard Pictures, Inc., which produced 
the film from the 35,000 feet of 
Eastman Color negative that Boren 
shot in Tahiti. 

Titled Beyond Gauguin, the 
eight-minute film is scheduled for 
theatrical release. Another picture, 
20 minutes in length, and more 
involved with the ichthyological 
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aspects of reef life, is planned for 
the near future. 

Mrs. Legendre undertook the 
making of the film as a scientific 
contribution to the marine biolog- 
ical laboratories of Stanford Uni- 
versity, which will receive title to 
the original film. 

The premise of the picture is 
that the water, the reef and the fish 
are an end in themselves—a lovely, 
living painting. Thus the fish are 
shown quite naturally and beauti- 
fully with a minimum of contrived 
battles between “monsters of the 
deep.” What a pity, the film says, 
that Gauguin missed the most 
beautiful and colorful part of Ta- 
hiti—its shoreline waters. \ 
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It’s the Picture Chat Counts. 


For quality production, more and more of the quality accounts are 


entrusted to MPO’s care . . . and below is a list of companies whose mo- 


tion pictures* are currently being produced by MPO: 


Productions, Jue. 
AMERICAN AIRLINES, INC. GENERAL MOTORS CORPORATION 
in NEW YORK CITY 
15 East 53rd Street 
Murray Hill 8-7830 


in HOLLYWOOD 
FORD MOTOR COMPANY UNITED STATES STEEL CORPORATION 4024 Radford Avenue 


AMERICAN INSTITUTE OF CPA’S GULF OIL CORPORATION 

ASSOCIATION OF PACIFIC FISHERIES HAMILTON WATCH COMPANY 

BURLINGTON INDUSTRIES, INC. INTERNATIONAL BUSINESS MACHINES CORP. 
E. I. DU PONT de NEMOURS & CO. MONSANTO CHEMICAL COMPANY 


*20 to 30 minutes in length. POplar 9-0326 


For detailed information regarding MPO’s Creative staff and studio facilities, write or call 
Judd L. Pollock, 15 East 53rd St., New York 22. New York, MUrray Hill 8-7830 





An insurance man finds the convenient “Flip Top” projector an 
effective way to hold attention, deliver convincing message. 


Slidefilms Help Sell Insurance 


Effective New Sound Slidefilm Programs, Lighter 
Equipment Proving Boon to Thousands of Salesmen 


HERE No LONGER REMAINS 
jh any question about the suc- 
cess of audio-visuals as a sales tool 
for insurance salesmen. Thousands 
of agents representing several hun- 
dred companies are saving time, 
doing a better job and selling more 
insurance which stays sold be- 
cause of their little audio-visual 
helpers. 

The machine with an authori- 
tative voice that never tires and 
an electronic memory that nevei 
forgets has become the inseparable 
companion of the beginner and old 
pro alike. The results have been 
so phenomenal that many com- 
panies have established a policy of 
selling only with the sound slide- 
film projector and company spon- 
sored films. The question is no 
longer whether or not the insur- 
ance agent should use these mod- 
ern effective methods of communi- 
cation, but how to obtain the best 
tools for the best results. 


Slidefilms a Standard 

In a point-of-sales situation such 
as exists in insurance selling, the 
standard audio-visual medium is 
the sound slidefilm. A strip of full- 
color 35mm film carries a series 
of still pictures, always in proper 
order, to visualize the story being 
told. Coupled with the filmstrip in 
the audio-visual presentation is a 
record which carries narration, dia- 
log, background, and sound effects 

What the prospect sees is a se- 
quence of still pictures as he hears 
a professionally-prepared story, be- 
ing dramatically unfolded right in 
his home or office. Full color 
photographs, cartoons, and/or art- 


wo-k, give impact to the story and 
prove once again that a good pic- 
ture is worth a thousand words. 

For the agent or salesman, the 
sound slidefilm does the all-impor- 
tant job of educating the customer 
to his need for life insurance pro- 
tection. Lightweight and handy, it 
always tells the story fully and 
professionally, leaving him free to 
concentrate on the psychology of 
closing. 


Two Sources of Material 

Salesmen are obtaining their 
audio-visual materials in either of 
two ways: 

Metuop |: The home office has 
tailor-made materials produced for 
the company by a commercial film 
producer, or custom-produces ma- 


Below 
surance” 


TWO SOURCES OF INCOME 


MAN AT WORK DOLLAR AT WORK 


Creative Film Producers and Insurance Specialists Have 


Developed Effective Series on Many Types of Policies . . . 


terials in its own sales training de- 
partment. This is usually done for 
a particular policy or company. 
With this method special emphasis 
can be placed on the individual 
company’s characteristics such as 
background, age, size, reserves, 
and so forth. 

The costs of production for a 
custom-made film are usually 
amortized over the number of 
agents purchasing the materials 
and equipment, but in some cases 
a portion of the costs is picked 
up by the company. However, be- 
cause many home offices have not 
yet produced their own A-V ma- 
terials, or because materials pro- 
duced are for one specific policy 
only, method number two has 
come into existence. 


Ready-Mades Lead Field 


MetuHop 2: By far the largest 
number of audio-visual sales kits 
now in use in the insurance busi- 
ness are ready-made, prepackaged 
materials. These are available, with 
or without the sound slidefilm 
equipment, from several independ- 
ent producers or their dealers and 
agents. For the most part they are 
generalized life insurance films 
with a few available on special sub- 
jects such as business life insur- 
ance. Insurance specialists together 
with some of the best creative 
talent in the film industry have 
done an excellent job in the pro- 
duction of these materials. 

The prepackaged audio-visual 
sales kits are suitable for use by 
any salesman or agent for estab- 


scenes from one of the Better Selling Bureau's field-tested “In- 
slidefilm series show how visuals help put over selling points. 
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lishing the need for insurance 
through an emotional appeal. 
Typically, the film outlines a prob- 
lem and shows the customer that 
the best solution to the problem is 
to have adequate life insurance 
protection. 


Identification of Viewer 

The important “bonus” of 
audio-visual is that the customer 
comes to this conclusion with no 
pressure from the salesman. Seeing 
the dramatic situation on _ the 
screen, he identifies his own prob- 
lems with those of the characters. 
He is brought along, step by step, 
to a full realization of his own 
vital need for life insurance. In 
many ways, the little machine acts 
as a “third party” to the sales con- 
ference. Then, agent and prospect 
work together to outline a program 
with no barrier between them. 
With a professional voice and 
sharper-than-TV pictures in full 
color, the prospect’s attention is 
held while the needs are estab- 
lished. 

Four companies appear to stand 
out as leaders in the production of 
ready-made insurance selling kits. 
They are Better Selling Bureau, 
6108 Santa Monica Boulevard, 
Hollywood, California; Pictorial 
Publishers, 1718 Lafayette Road, 
Indianapolis 22, Indiana; Under- 
writers Films, 2025 Glenwood 
Avenue, Toledo 2, Ohio; and Elba 
Corporation, Elba Building, 
Boulder, Colorado. 

All four distribute their ma- 
terials on outright sale through 
either local audio-visual dealers or 
their own agents. In most parts of 
the country, a demonstration is 
easy to arrange through your tele- 
phone. But remember when pick- 
ing your material that the object 
is to motivate the customer, and 
not the salesman. In many cases 
the salesman thinks the material 
is “old stuff,” particularly after 
having seen it several times. But 
to the customer it is new, dynamic, 
and motivating. 

Manufacturers of sound slide- 
film equipment have played a key 
role in helping producers react to 
the needs of these insurance com- 
panies and their agents. The home 
visitation program of the Lutheran 
Brotherhood organization de- 
scribed in these pages more than a 
year ago continues to develop sales 
results. A lightweight, easy-to-oper- 
(CONTINUED ON PAGE 61) 
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A film preview by Holland-Wegman Productions, Buffalo, producers of TV, educational, industrial, and public relations films. 


says movie producer Sheldon Holland: 


“You see bright pictures even in half-dark rooms... 


“That’s why we preview the movies we make 
on Kodak Pageant 16mm Sound Projectors. 


“We can show our productions in their best light with 
these quiet-running projectors. They throw a crisper, 
spotlight-bright picture over every inch of screen. And 
the Pageant’s bell-clear, powerful sound system flatters 
our film’s sound quality at the same time.” 


See, hear, even operate a 
Kodak Pageant Sound Projector yourself 


Your Kodak Audio-Visual dealer will demonstrate any 
time you say. He'll show you why you see brighter pic- 
tures in half-dark rooms, (Pageant’s Super-40 Shutter 
delivers 40°, more light on the screen than ordinary 
shutters at sound speed). 

One try is all you need to become an expert Pageant 
operator. Set-up and threading are simple, no confusing 


parts for you to attach or adjust. No lubrication records 
to keep. Pageants are factory-oiled for life. Require little 
upkeep even under punishing operating schedules. 

Call your Kodak A-V dealer today or tomorrow for an 
early demonstration, or mail the coupon below to: 


EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


Please send me complete information on the new Kodak Pageant 
16mm Sound Projector, and tell me who can give me a demonstration. 
| understand there is no obligation. 


NAME — 


ORGANIZATION____ 
ee 


Kodak Pageant Projector ) EASTMAN KODAK COMPANY, Dept. 8-V, Rochester 4, N. Y. 


NUMBER 
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“ "Til Debt Do Us Part” has been 
viewed by 637,000 people. 


“The King’s X” was the first film 
produced for this group. 


Films Tell Credit Union’s Story 


Widest Possible Public Audience Is CUNA’s Goal 
as National Group Completes lis Fourth Picture 


42 Crepit UNION National 

Association (CUNA) recently 
completed its fourth motion picture 
in a continuing program designed 
to tell a broad public audience the 
credit union story. Credit unions 
are nonprofit self-help groups 
whose members save their money 
together and make loans to each 
other for good purposes, at low 
interest. 

Almost any conceivable social 
unit can be the basis of a credit 
union; hence their claim to uni- 
versality. Many serve employees 
working in the same office or fac- 
tory, school teachers in the same 
school, members of the same 
church or club, or farmers belong 
ing to the same co-op association. 

Film a Universal Medium 

“There isn’t anybody out there 
we don’t want to talk to,” says the 
director of the Credit Union Na- 
tional Association's public rela- 
tions department. “Credit unions 
are universal, and film is the near- 
est thing to a universal medium 
we've found yet to tell their story.” 

CUNA’s first venture into mo- 
tion pictures came in 1953 with the 
production of King’s X by Jerry 
Fairbanks Productions, Inc. of 
Hollywood, Financed by volun- 
tary contributions from within the 
credit union movement, King’s X 
was a dramatic 262 minute black 
and white film explaining how a 
credit union loan can help an aver- 
age family in distress. 

Distribution Budget Needed 

The film was extremely well re- 
ceived, both by credit union lead- 
ers and by the public. It was soon 
realized, however, that producing 
a film was just half of the job; with- 
out funds to pay for commercial 
distribution, prints gathered dust 
on the shelves 

CUNA then tackled the job of 
setting up a complete, year-round 


film program, with a budget that 
would allow for both production 
and distribution. 

It took several years to start the 
new film program. 

‘Til Debt Do Us Part, produced 
by Fenton McHugh Productions, 
Inc. of Evanston, Illinois, was 
premiered in 1956. It is a story of 
a marriage on the rocks through 
unwise management of family 
finances, and it is popular with 
high schools as well as with clubs. 


Explores the Thrift Theme 

Again in 1958, the McHugh or- 
ganization was retained to produce 
A Penny Saved, the first credit 
union film to appear in both color 
and black and white. A Penny 
Saved explored the thrift theme, in 
an attempt to find a practical mid- 
dle ground between complete in- 
stallment living and the “we never 
borrow” philosophy. This film, like 
the two which preceded it, was 
aimed primarily at the public 
which had little or no experience 


Through Members, on Television and Via 16mm Groups 


These Credit Union Pictures Are Reaching Millions— 


with credit unions. Both are 14'/ 
minute pictures made with an eye 
on TV public service time. 

The fourth film to appear was 
designed for use within the credit 
union movement. It is a black and 
white 26-minute documentary, 
combining historic stills and news- 
reel frontage, narrated by Chet 
Huntley and titled A Picture of 
Unity. 

This McHugh production was 
premiered in May, 1959 at the 
25th annual meeting of CUNA. 
Tied in with anniversary celebra- 
tions, it told how the credit unions 
had grown from meager beginnings 
to an international movement with 
more than 13,000,000 members 
and 26,000 credit unions in more 
than 50 countries. 


Modern Distributes Films 

CUNA now has four films and 
a solid film production program. 
Distribution is handled by Modern 
Talking Picture Service. 

Internal films, such as A Picture 
of Unity, are sold to credit union 
leagues and chapters, at print cost. 

More than a year is taken for 
the production of each film, from 
the first consideration of a theme 
by CUNA’s Public Relations De- 
partment to release of the com- 
pleted film. In between are story 
conferences with the producer and 
his staff, and close coordination 
during the actual shooting. 


Film Budgets Are Modest 
CUNA, as a nonprofit associ- 
ation, must adhere to modestly 
budgeted pictures. Scripts are care- 
fully pared to eliminate every scene 


First Credit Union motion picture was the dramatic “King’s X.”” Produced 


in 1953 by Jerry Fairbanks in Hollywood, it is still being widely shown. 


that doesn’t carry the story forward 
in the most direct way. A CUNA 
man is always present on the set, 
an important factor in keeping 
costly re-shooting to a minimum. 
Distribution figures give an in- 
dication of the success of the pro- 
gram. Although full-scale national 
distribution has been under way for 
only a year, the three films, King’s 
X, A Penny Saved, and ’Til Debt 
Do Us Part, have been shown 
16,000 times to a total audience 
of 637,181 people. In addition, A 
Penny Saved has been released to 
TV stations and has received 100 
television showings to an estimated 
audience of 2,827,800 people. 
CUNA also encourages its mem- 
ber leagues to purchase prints of 
the films for use at annual meet- 
ings, showing to groups interested 
in forming credit unions, or for 
training new members and officers. 


Over 400 Prints Sold 

To date, 129 prints of King’s X 
have been sold, 153 prints of ’Til 
Debt Do Us Part, 83 prints of A 
Penny Saved, and 57 prints of A 
Picture of Unity. CUNA’s public 
relations department is now en- 
gaged in a program to educate 
credit union officials on how to get 
the maximum use out of these 
highly useful films. lad 


Cement Looks Ahead 


SPONSOR: Portland Cement Asso- 
ciation. 

TITLE: From Mountains to Mi- 
crons, 25 min., color, produced 
by the Calvin Company. 

They blast great stones from 
mountains and from open-faced 
quarries; crush the massive stones 
to fist-sized rocks; and then grind 
these so fine that several thousand 
particles will easily fit on the head 
of a pin. This is Portland cement, 
which is not made particularly in 
Portland, either Maine or Oregon, 
but comes from a name given the 
first fine building cement in Eng- 
land, 135 years ago, that was “as 
good as the best Portland stone.” 

From Mountains to Microns 
shows how jet runways, rocket 
launching pads, highways, sky- 
scrapers, bridges and dams are 
made possible through the manu- 
facture and manipulation of ce- 
ment. 

Prints of the film are available 
on free loan from Modern Talking 
Picture Service, 3 East 54th Street, 
New York and its libraries. Wy 
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AN IR Int U LF bs Xk SS 


now also available with 


VARIABLE 
SHUTTER 





Here’s Important News for cinematog- 
raphers who need adjustable shutter 
speeds for special applications — par- 
ticularly for Sports, Missile and Instru- 
mentation work. 

The variable shutter of the new ARRIFLEX 
35 IIBV can be closed down to 0 degrees! 
This secondary shutter is located behind 
the mirror reflex shutter; it is calibrated 
in degrees and can be observed through 
the taking lens opening when the lens is 
removed. The segments of this shutter can 
be adjusted in relation to the mirror re- 
flex shutter by depressing and turning the 
knurled knob (see arrow) at the side of 
the Arriflex camera body. 

In all other respects, the ARRIFLEX 35 
IBV is identical with the ARRIFLEX 35 IIB 
which will continue as the mainstay of 
the line. 


ARRIFLEX 


CORPORATION OF AMERICA 


257 PARK AVENUE SOUTH, NEW YORK 10, N. Y 
For Sale, Rent or Lease through your 


Franchised Arriflex Dealer 
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Navy acrobats on the wing... 


Flight of Angels 


Grumman Film fer Recruits 


Sponsor: Grumman Aircraft En- 
gineering Corporation. 

TitLe: The Blue Angels, 26% 
min., color, produced by The 
Princeton Film Center, Inc. 
The Navy’s crack flight team, 

The Blue Angels, is the star of 

this new film which demonstrates 

the team’s precision flying and 
acrobatics while flying Grumman 
aircraft. 

Designed for public service tele 
vision use, the film is narrated by 
screen star Robert Taylor, with 
music by the U. S. Navy Band and 
Choir. It will be used to encourage 
the recruitment of cadets for the 
Navy’s flight training program. 

Photographed on location at 
Pensacola, Fla., and China Lake 
Naval Air Station, Calif., The Blue 
Angels was produced by Gordon 
Knox, directed by Wilbur Blume 
and photographed by Floyd 
Crosby. 

Distribution is being handled by 
the Princeton Center. Ld 


Atlas Countdown 


Convair Presents “On Target” 


Sponsor: Convair (Astronautics ) 
Division of General Dynamics 
Corp. 

rirLe: On Target, 27 min., color, 
produced by the Convair Photo- 
graphic Staff. 

* This new film describes the de- 

velopment and operation of the 

Atlas Intercontinental ballistic 

missile. 

It was photographed on location 
at the Cape Canaveral, Fla., Mis- 
sile Test Center, and along the 
South Atlantic missile range. 

['wenty cameramen worked for 
six months shooting the film, using 
up 30 hours’ worth of raw stack 
in the process 

On Target will be made avail 
able for public interest showings 
on television, and for free distribu- 
tion to civic, industrial and educa- 
tional audiences, through the 
Princeton Film Center, Inc., 
Princeton, N.J a 


CASE HISTORIES OF CURRENT SPONSORED FILM PROGRAMS 


Progress Report on New York’s World Port 


“The Fabulous Decade” Designed te Inform World Traders 


Sponsor: The Port of New York 
Authority. 

TitLe: The Fabulous Decade, 22 
min., color, produced by The 
Port of New York Authority 
Staff. 

vx This film depicts the progress 

and development of transportation 

and terminal facilities in the New 

York-New Jersey region during the 

past ten years. It is designed to 

help inform world-wide shippers 
and other interested groups on the 
advantages of moving their com- 
merce through the bi-state Port of 

New York. As part of the program 

of the Port Commerce Division, it 

was primarily the work of Robert 

F. Unrath, Port Promotion Man- 





























J" mmeora'l 


Rent ALL Your Production Equipmen 


ager, assisted by Paul B. Kossoff, 
Supervisor of Graphic and Picto- 
rial Services, with photography by 
William Samenko, Jr. 

In these days of heavy competi- 
tion from the St. Lawrence Seaway 
and the inland ports, the new film 
will lend strong support to the well- 
known six-year-old Via Port of 
New York, which has been seen at 
special showings by almost a mil- 
lion and a half people, in addition 
to the many millions who have 
watched it on about 175 television 
broadcasts. 

It will be used primarily by the 
Port Authority’s nine Port of New 
York Trade Development Offices 
in the United States, Europe and 


























From BEHREND’s... 
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Save Time! Save Money! Write for Catalog! 


FORMERLY TELEVISION EQUIPMENT COMPANY 
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Above: N. Y. Port photographer 
William Samenko, Jr. studies map 
with helicopter pilot for new film. 


Latin America. The film will be 
available in French, German, Ital- 
ian, Spanish and Portuguese for 
use in trade development among 
overseas shippers. 

The Fabulous Decade features 
the dramatic story of the new and 
improved marine, air and inland 
terminals and the improvements 
scheduled for construction in New 
York and New Jersey in the imme- 
diate future. In addition to the 
Port’s great physical advantages, 
the film stresses the development 
of cargo-handling operations such 
as containerization, piggyback, 
Flexi-Van, Seamobile and Sea- 
Land services. 

Prints of the new film will be 
available without charge to export- 
import trade and civic groups and 
other interested audiences through 
the Port’s regional offices, or the 
main office at 111 Eighth Avenue, 
New York. 


Winter Playground 


Ski Shert for Adult Groups 


Sponsor: Harrah’s Club. 

TITLE: Winter Olympic  Play- 
ground 1960, 28 min., color, 
produced by Marvin Becker 
Films. 

Harrah’s Club is a major indus- 
try in Reno, Nevada. One of the 
largest gambling spots in the state, 
Harrah’s, like many another legal 
gambling house in Nevada, is con- 
scious of publicity far beyond the 
customary attention it receives 
from restaurants and night clubs in 
other spas with less action. 

Now going out to ski clubs and 
other adult groups throughout the 
country is a new film under Har- 
rah’s aegis which shows action 
scenes of skiing at Squaw Valley, 
California, site of the 1960 Winter 
Olympics and just a short schuss 
from Harrah’s welcome mat across 
the state line. 

The film is a preview of the 
1960 Winter Olympics; shows the 
North American Ski Champion- 
ships at Squaw Valley last winter. 
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Included are action scenes of 
skiers, many of whom may be des- 
tined for Olympic renown. 

Winter Olympic Playground 
1960 is available from Modern 
Talking Picture Service, 3 East 
54th Street, New York, or its re- 
gional film distribution offices. 


—the Olympic Village 
Film Preview at Squaw Valley 


Sponsor: Douglas Fir Plywood 
Association 
TITLE: Olympic Village 1960, 15 
min, color, produced by Marvin 
Becker Films 
ve This is a whirlwind tour of the 
Olympic site at Squaw Valley, Cal- 
ifornia, showing the modern quar- 
ters that will house some of the 
world’s best amateur athletes, and 
the abundance of natural and man- 
made facilities for skiing, skating, 
hockey and other winter favorites. 
There is a sense of happy anxiety 
throughout the area as the date 


draws near (February, 1960) for | 


one of the biggest sports events in 
recent years. 

Distribution of the film is by 
Modern Talking Picture Service. 


On Plant Nutrition 


Fertilizer Facts for Farmers 


Sponsor: Agricultural Chemical 
Division of International Min- 
eral and Chemical Corp. 

TITLE: Sparkplugs of Plant Nutri- 
tion, 22 min, color, produced by 
G & G Films 

ve This is a straightforward infor- 

mation film on chemical fertilizers 

and their place in modern agricul- 
ture. It points out how even fertile 
soils lack some major elements 
necessary for proper plant nutri- 
tion and resulting bumper crops. 
Vocational agriculture classes, 

Future Farmer Groups, 4-H 

Clubs, granges, county agents and 

other interested groups may bor- 

row the film from Modern Talking 

Picture Service, 3 East 54th Street, 

New York, or its regional li- 

braries. Ng 





Use FilMagic All Ways! 


—FilMagic Cloths Hand-Clean Films, Records. 
—FilMagic Tapes for Film Cleaning Machines. 
—FilMagic Pylon Kits for Tape Recorders. 


—FilMagic Pylon Kits for 16mm SOF PRO- 
JECTORS. 


—Get Best Results With FilMagic Silicones! 





MANUFACTURED & GUARANTEED BY 


THE DISTRIBUTOR’S GROUP, INC. 
204 FOURTEENTH STREET, N.W. 
ATLANTA 13, GEORGIA 
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<_KALAR T, 


16mm SOUND PROJECTORS 











New, more powerful amplifier pro- 
vides sound quality you expect only 
from fine high fidelity equipment. 


New door-mounted speaker means 
you can operate projector with door 
closed or detached as shown. 





Offers the Basic Improvements You've Wanted for Years 


If you have been waiting for basic improvements in 16mm 
sound projector performance the new KALART/VICTOR 
will be a delight to your eyes—and ears. Here are just a 
few of the reasons why: 


1. Distracting mechanical noises are completely 
eliminated. With projector mechanism soonglialy rede- 
signed, KALART/VICTOR is now the quietest running of 
all leading 16mm sound projectors. 


2. Amplifier power is increased for better sound 
reproduction. A new 15-watt amplifier has been audio- 
engineered for KALART/VICTOR Model 70-15 projectors. 
It provides undistorted sound reproduction over a fre- 
quency range comparable to that of the finest high fidelity 
equipment. 


3. Speaker placement is more flexible than ever 
before. In-the-door speaker mounting now means that the 
speaker operates on the projector itself, next to the pro- 
jector, or up to 50 feet away. 


4. Lubrication is required only once a year. Improved 
mechanical efficiency and elimination of high-speed com- 
ponents make oiling necessary only at annual servicing. 


20 -* 1959 


5. Light output is vastly improved. A more efficient 
shutter alone provides a 12% increase over previous 
Victor models. Secatiiaiion of new shuttle framing fur- 
ther boosts light output. The KALART/VICTOR encour- 
ages still picture projection, too. Stills are 5 times brighter 
with no cost increase for optional “extras.” 


See and hear the new KALART/VICTOR ~ . 


at your authorized Victor Dealer today 


FREE BOOKLET 


Answers all of your questions about the 
newest in 16mm sound projectors. For your 
copy, write directly to Victor in Plainville, 
Conn., or ask your dealer. 





VICTOR ANIMATOGRAPH CORPORATION Est. 1910 


DIVISION OF KALART 
PLAINVILLE, CONNECTICUT 
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Underwriters’ cartoon 


Lesson on Fires 


Sponsor: National Board of Fire 
Underwriters. 

TITLE: Penelope Changes Her 
Mind, 10 min., color, produced 
by Klaeger Film Productions. 
Children are never too young 

to learn about fire. That is the 


reason behind the National Board 
of Fire Underwriters’ new film Pe- 











nelope Changes Her Mind, which 
is designed to be shown to young 
children in the primary school 
graces. 

Supplementing the Board’s 33 
other films in distribution on fire 
prevention, Penelope, a delightful 
animated cartoon, tells how a little 
girl learns what causes fires and 
what children can do to prevent 
them. Tex Antoine supplies the 
commentary. 

Penelope Changes Her Mind is 
available from the Bureau of Com- 
munications Research, 267 West 
25th Street, New York, or the 
NBFU Film Library, 465 Califor- 
nia Street, San Francisco. ae 


Railroad Fan Fare 
Hobby Film for Holiday T.V. 
Sponsor: Hobby Industry Associ 

ation of America. 

TiTLe: A Million Miles of Model 

Railroads, 14 min., b/w. 

It isn’t just Junior who fools 
around with electric trains. This 
film shows all kinds of people, both 
young and old, who build and op 
erate scale model railroads. It 
demonstrates that changes in 
model railroading in the last few 
years have led to greater economy, 
simplicity, variety of construction 
and increasing popularity as a 
hobby. 

Designed to be appropriate for 
viewers of all ages, the film con- 
tains a good deal of “how to do it” 
information on model railroading. 
It is available on free loan from 
Modern TV offices in Atlanta, 
Dallas, Kansas City, New York, 
San Francisco and Washington. 
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Art and camera combine to illustrate fire hazards in our homes .. . 


Helping Young America Fight Fire Hazards 


Hartiord Sponsors a Slidefilm to Aid Fire Safety Program 


A NEW AND UNUSUAL pictorial 
technique is used in a new 
sound slidefilm, in color, The Fa- 
ble of Freddy Fire, which the 
Hartford Fire Insurance Company 
is using this year as part of its 
Junior Fire Marshal Program. 
This program is a large and 
widely acclaimed year-around 
school fire safety education pro- 





gram. Each school year more than 
four million elementary school 
boys and girls are carrying the 
fundamentals of fire safety into the 
homes of parents, relatives, friends 
and neighbors in more than ten 
thousand communities. 

There are seasonal Junior Fire 
Marshal activities throughout the 
year, but the heart of the program 


PEERLESS 


Service X 


Scratches on Film 
Irritate Audiences 





25 
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Scratches are havens for dirt, and 
refract light improperly. On the 

screen, they mar the picture and may 
distract attention. If on the sound track, 
they produce offensive crackling. 


Fortunately scratches can almost 
always be removed — without loss 
of light, density, color quality, 


or sharpness. 









Write for brochure 


EERLESS 


FILM PROCESSING CORPORATION 
165 WEST 46th STREET, NEW YORK 36, NEW YORK 
959 SEWARD STREET, HOLLYWOOD 38, CALIF. 
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is the traditional Home Report 
which highlights the Fire Preven- 
tion Week campaign in October. 

The sound filmstrip, The Fable 
of Freddy Fire, was designed to 
assist children in using the Home 
Report and completing a fire haz- 
ard inspection of their homes. 

The pictorial technique evolved 
was to take b/w _ photographs 
showing typical fire hazards in and 
around the home. To supply action 
and interest, full-color cartoon 
characters were then superimposed 
on the b/w factual photographs. 
The cartoon character “Freddy 
Fire” was developed to symbolize 
fire. He demonstrates how fire is a 
valuable servant when under con- 
trol, and how it becomes a dan- 
gerous menace when out of con- 
trol, burning down over 1,400 
homes every day. 

Photographed in Eastman color, 
the filmstrip contains 38 frames. 
The sound is on both sides of a 
seven-inch LP record. The new 
filmstrip supplements two previous 
silent slidefilms, Fire—Friend or 
Foe, and The Story of Firefighting 
in America. 

Henry Clay Gipson, President 
of Filmfax Productions, of New 
York, directed production. James 
Donovan of Communications 
Counselors, Inc. supervised pro- 
duction for the Hartford Fire In- 
surance Company. gd 


The Social Worker 


Council Shows Career Values 


Sponsor: The Council of Social 
Work Education. 

TITLE: Summer of Decision, 28% 
min., b/w, produced by Himan 
Brown. 

vx This film is designed to present 
the positive values of social work 
as a career. It tells how college- 
student David Michaels finds his 
answer to the career decision prob- 
lem during a summer job with a 
social work agency. Here, he ob- 
serves how a case worker’s insight 
into human nature helps a young 
housewife appreciate the lack of 
mutual understanding that is 
threatening her marriage; he 
watches the agency director coun- 
sel a blind Negro woman that she 
should move from her slum tene- 
ment to new and more comfortable 
quarters. His most moving experi- 
ence comes where he breaks down 
the reserve of a shy, aloof, troubled 
girl of nine. 

A vivid portrayal of the de- 
mands, challenges and rewards of 
social work, the film presents a 
strong case for young people to 
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consider a career in this vital pro- 
fession. 

Summer of Decision is available 
for free-loan from the offices of 
Association Films. Ly 


Of Psychochemistry 


—Lakeside Laboratories Film— 


vy A novel technique in medical 
communications — an educational 
motion picture utilizing techniques 
developed for commercial televi- 
sion programs — has been incor- 
porated by Lakeside Laboratories, 
Inc., in its film A Pharmacologic 
Approach to the Study of the Mind 
which has just been released for 
showing to the medical profession. 

The subject matter is of prime 
interest to the medical profession 
and the film presents in a lucid 
and informal manner a compre- 


hensive review of the field. Promi- - 


nent authorities in the use of 
chemicals to diagnose and treat 
mental illness report on their the- 
ories and their clinical findings. 
The film borrows the TV tech- 
nique made popular by Edward R. 
Murrow on his “Person to Person” 
program—in which the moderator 
uses an electronic picture window 
to bring his viewer in close contact 
with the subject being interviewed. 
In the Lakeside film the narra- 
tor is Dr. Ralph W. Gerard, Di- 
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rector of Laboratories, Mental 
Health Research Institute, Univer- 
sity of Michigan. The subjects are 
the nationally known speakers who 
participated in a three-day sym- 
posium on A Pharmacologic Ap- 
proach to the Study of the Mind 
last January in San Francisco. 

The symposium was presented 
under the combined auspices of 
the University of California School 
of Medicine and Langley Porter 
Neuropsychiatric Institute. 

Dr. Gerard introduces the view- 
er to the subject by pointing out 
that the symposium was a signifi- 
cant step in developing a greater 
understanding of the mind and of 
the application of psychochemicals 
in the study of the mind and in 
the treatment of mental illness. 

The first portion of the film re- 
views the use of hallucinogenic 
agents, and the second outlines the 
chemistry and clinical evaluation 
of monoamine oxidase inhibitors. 

The film was produced by 
Sherman H. Dryer. It is available 
to professional groups, upon re- 
quest, from the Medical Education 
Department, Lakeside Labora- 
tories, Inc., Milwaukee 1, Wisc. 


Travel Agents’ Saga 
A Modern Tale of Travel 


Sponsor: American Society of 

Travel Agents 
TITLE: Innocents Abroad — A 

Modern Tale of Travel, 23 min., 

color, produced by Vavin, Inc. 
yr The modern tourist, faced with 
today’s complex travel situation, 
would often be lost in a maze with- 
out the efficient services of the 
travel agent. 

This is the story of a new film 
released by ASTA and produced 
by Richard De Rochemont of Va- 
vin, Inc. The picture embraces to 
some degree all segments of the 
travel industry and all major tour- 
ist areas, though actual location 
filming was done principally in 
Europe and the United States. 

ASTA’s membership is interna- 
tional and numbers over 2,000 Ac- 
tive, or travel agency members 
from more than 60 countries 
throughout the world, and a like 
number of Allied members who 
represent airlines, steamship com- 
panies, official tourist offices, ho- 
tels and resorts, sightseeing and car 
hire companies, publications, rail- 
roads and advertising agencies. 

Innocents, also available in b/w, 
will be distributed through Sterling- 
Movies U.S.A. to television sta- 
tions and general adult groups. It 
will also be utilized by members of 
the Society for showings to clients. 
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COMPLETE MOTION PICTURE EQUIPMENT 


RENTALS 


FROM ONE source 


CAMERAS 
MITCHELL 


lémm 

35mm Standard 

35mm Hi-Speed 

35mm NC @ 35mm BNC 


LIGHTING 


Mole Richardson 
Bardwell McAlister 
Colortran 

Century 

Cable 

Spider Boxes 

Bull Switches 
Strong ARC-Trouper 
10 Amps 110V AC 5000W- 
2000W-750W 
CECO Cone Lites 
(shadowless lite) 
Gator Clip Lites 
Barn Doors 
Diffusers 

Dimmers 

Reflectors 


EDITING 


Moviolas ® Rewinders 
Tables ® Splicers 
Viewers (CECO) 


GRIP EQUIPMENT 
Parallels © Ladders 

2 Steps *® Apple Boxes 
Scrims ® Flags 

Gobo Stands 

Complete grip equipment 


BELL & HOWELL 
Standard ® Eyemo ® Filmo 


ARRIFLEX 


lémm © 35mm 


WALL 


35mm single system 


ECLAIR CAMERETTE 
35mm © 16/35mm 
Combination 


AURICONS 

all models single system 
Cine Kodak Special 
Maurer ® Bolex 
Blimps ® Tripods 


DOLLIES 

Fearless Panoram 
Mc Alister Crab 
Platform ® Western 
3 Wheel Portable 


SOUND EQUIPMENT 
Magnasync-magnetic film 
Reeves Magicorder 

Mole Richardson Booms and 
Perambulators 


Portable Mike Booms 
Portable Power Supplies to 
operate camera and recorder 


WE SHIP VIA AIR, RAIL OR TRUCK 


ZOOMAR 35mm 


FRANK C ZUCKER 


Dept. 315 West 43rd St., 
New York 36, N. Y. JUdson 6-1420 
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Written, Directed & Produced by Lewis & Marguerite Herman. 
Production Supervision by Robert Gross 


A medically endorsed teaching film that dramatically 
demonstrates mouth-to-mouth rescue breathing; the 
new and approved method for reviving victims of 
drowning, electric shock, gas asphyxiation, choking and 
suffocation from other causes. 





JUDGED... 


Outstanding in 
clarity, teaching 
techniques, and 


winner of... 

Award of Merit 

1959 National Safety Film Contest 
winner of... 

Blue Ribbon Award 

1959 American Film Festival 
winner of... 

The Chris Award 

1959 Columbus Film Festival 


interest! 


ACCLAIMED... 


The most important 
safety film ever 
released! 














Running Time — 21!/ Minutes 
16mm Color Sound Print ------ $200 
16mm B&W Sound Print__------ $110 

25% Discount on 6 or More Prints 


The only film on this 
subject approved for 
purchase under the 
Federal Contributions 
Program, 











Send Orders, or Reque:ts for Preview-for-Purchase, to: 


AMERICAN FILM PRODUCERS 


Department RB-3 1600 Broadway, New York 19, N.Y. PL 7-5915 
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MOTION PICTURES 
SLIDE FILMS 


Putting ideas across is a science. 
Evolving them is an art. It takes 
both to assure measurable results. 


Write for our booklet 


“How Much Should 
a Film Cost?” 


EAC. 


and 


B®Ace a HE EERODN 
ING. 

SOUND BUSINESS FILMS 
15 East Bethune Avenue 
Detroit 2, Michigan 
. 


The Talbott Tower 
Dayton 2, Ohio 


(np) —— 





More About Business Films 
*% More news of business 
films, their sponsors and re- 
sults in the field appears in 
every issue of BUSINESS 
SCREEN than in any other 
publication anywhere in the 
U.S. or abroad. ae 











“Why Dry” Shows Farm Groups 
Benefits of Artificial Drying 

The ninth motion picture to be 
sponsored by the Behlen Manu- 
facturing Company, Columbus, 
Nebraska, has been released to ag- 
ricultural audiences. First strictly 
educational, non-commercial pic- 
ture from this sponsor is Why Dry, 
a 32-minute color subject outlining 
reasons for use of artificial drying 
methods for corn and other small 
grains. 

Why Dry was produced by Ed- 
ward Hawkins Productions of Den- 
ver, Colorado under the technical 
supervision of agricultural engi- 
neering experts from the Univer- 
sities of Nebraska and Missouri, 
lowa State College and Kansas 
State. Hazards of early grain har- 
vest, with its problem of high mois- 
ture content and the related need 
for excessive elevator dockage are 
outlined. Perfected mechanical dry- 
ing techniques now minimize the 
risk of late harvests with possible 
weather damage and loss to birds 
and insects. 

The answers needed by farmers 
to “what is the profitable way to 
dry” and “why is it more economi- 
cal to dry” are the essential bases 
for the new film. Script was pre- 
pared by Edward Hawkins and 
Jerry Joseph of Behlen. 

Showings are being scheduled 
for interested farm groups via the 
libraries of the cooperating schools 
noted above, through county agents 
or from the Behlen Co., Denver. 
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Lockheed’s 600-mile-an-hour JetStar is pictured in “It’s a Small World.” 


Lockheed’s JetStar Makes World Smaller 


A* OLD-TIME newsreel with 
authentic footage of such feats 
as the Lindberghs’ flight to Japan, 
Wiley Post’s first solo trip round 
the world and Amelia Earhart’s 
record solo flight from Honolulu 
opens a new Lockheed Georgia 
Division color film titled, Its a 
Small World. 

All these “winners” happened to 
fly Lockheed planes, the Altair, 
Sirius and Vega, and from his 
memento-filled den, an oldtime pi- 
lot turned executive recalls the de- 
velopment of aviation from these 
earlier days to present day trans- 
ports. 

This is the day of business avia- 
tion progress, too, the film points 
out in building a case for the com- 
pany’s 600-mile-an-hour JetStar, 
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for dramatized selling 
and training that sticks 


The DuKane Micromatic is the sound 
slidefilm projector adopted as standard 
by U.S. business and industry .. . fully 
automatic operation keeps sound and 
pictures always in perfect synchroniza- 
tion; Redi-Wind film system eliminates 
film rewinding; built-in DuKane qual- 
ity assures you of sharp, clear pictures 
and sound. Add audio-visual impact to 
your sales messages and your training 
programs...See and hear the Micro- 
matic at your own desk. 


DuwKawne corporation 
Dept. BS-119 


St. Charles, Illinois 


BUSINESS 


designed to meet the needs of to- 
day’s flying executive. 

Through the use of studio pro- 
duction, animation and location 
photography, /t’s a Small World 
shows the JetStar’s features and 
economies. It was produced under 
the guidance of Robert Strickland 
by the Georgia Division’s motion 
picture unit. Film runs 17 minutes 
and was premiered at the National 
Business Aviation Association con- 
vention in Minneapolis last month. 

Prints are available on free loan 
from Lee Rogers, Director of Pub- 
lic Relations, Lockheed Aircraft 
Corp., Marietta, Georgia. yy 


ok * * 


New Zonolite Slidefilm 

Shows Masonry Insulation 

‘: The Zonolite Co., Chicago, de- 
scribes its new  water-repellent 
masonry fill insulation in a sound 
slidefilm now available. 

The color film describes appli- 
cation sequences, technical data on 
insulation and water-shedding 
qualities and ideas for use of Zono- 
lite Water-Repellent Masonry In- 
sulation. The material is being 
widely used as an insulating ma- 
terial for homes, schools, commer- 
cial buildings and farm buildings, 
the company said. 

Details of arrangements for the 
film may be obtained from Film 
Department, Zonolite Co., 135 S. 
LaSalle St., Chicago, Ill. vg 


* * * 


Release Contact Lens Film 
vy A motion picture showing the 
fitting of contact corneal lenses has 
been sponsored by Obrig Labora- 
tories, Inc. 

The 26-minute film is slanted for 
use by ophthalmologists, optome- 
trists and opticians. 

The color picture, which stars 
radio and television personality 
John McCarthy, was directed by 
Hack Swain of Morgan-Swain. & 
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New Mexico Pictures a Land of Opportunity | 


HE SECOND of two films ex- 

plaining the nature and oppor- 
tunity of the state lands of New 
Mexico is currently in production 
at Cinemark II Productions, Inc., 
Santa Fe. 

The film, The Big Land, is a 30- 
minute sequence to an earlier pro- 
duction, Land . .. For the Future. 
Both were ordered by the New 
Mexico State Land Office. 

Income from state land in New 
Mexico amounts to major support 
for common schools and numerous 
state institutions, totaling more 
than $28,000,000 annually. 


Feature Pictorial Attractions 


Both films cover the pictorial at- 
tractions of this “land of enchant- 
ment,” a feature which should pro- 
duce wide audience appeal, the 
producers note. 

While explaining the nature and 
vastness of New Mexican land, the 
films are designed to hold audience 
attention through a sensitive story 
of an aged sheep rancher, Rumaldo 
Espinosa. In the first film, Ru- 
maldo, whose ancestors have oc- 
cupied the land since the Spanish 
Conquistadores, supports his emo- 
tional attachment to the soil and 
his antipathy to oil prospectors 
with a shotgun. Education of Ru- 
maldo and explanation to the audi- 
ence that multiple use of the land 
is essential for school income oc- 
cupies most of the first film. 


Scenic Tour of the State 


The second finds this old but 
agile sheep herder deeply intrigued 
with oil prospecting and use of 
state land. His attachment to a 
young pilot serves as a vehicle for 
a tour of the state, through which 
the audience receives a scenic look 
at the southwestern state. The film 
also provides considerable regional 
color, ranging from native wood- 
carver George Lopez to the San 
Isidro Day procession. 

The two films will be used for 
hour-long showings for schools, 
television and various interested 
groups. Cinemark II Productions 
is headed by producer John S. 
Candelario and writer-director 
Arthur Gould, who were awarded 
a Golden Reel for the 1957 film 
Indian Artist of the Southwest. 

* * * 


Pathescope to New Rochelle 

% The Pathescope Company of 
America, Inc., and Pathescope 
Educational Films, Inc., have 
moved to new offices at 71 Wey- 
man Avenue, New Rochelle, New 
York. Wa 
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VISUALIZING INSURANCE: 
(CONTINUED FROM PAGE 52) 
ate projector was a prime consid- 
eration for those who created this 
program. 

Campaigning for sales of its 
new “‘Flip-Top’’ miniaturized 
sound slidefilm equipment, the Du- 
Kane Corporation found that a 
large percentage of ad responses 
came from insurance company 
executives. DuKane has worked 
closely with producers creating 
such programs and its executives 
are of the opinion that insurance 
companies and their sales forces 
make up the most active and fast- 
est-growing single market for both 
programs and equipment. 

In the case of DuKane’s “Flip- 
Top” (a single-unit machine) 
standard-size 35mm filmstrips and 
45 rpm records are reproduced on 
a self-contained rear-screen. The 
equipment requires no room dark- 
ening and is remarkably easy to 
set up and get into operation. 

Other primary sources of equip- 
ment include Viewlex, Inc. (which 
offers the 14-Ilb “Salestalk” and 
features a 4-speed record playback 
and lenticular screen built into its 
cover) and the Colburn Picture- 
phone, a two-piece projector- 
speaker unit with extremely simple 
mechanical operation. 

The Salesmate, offered by the 
Beseler Co., and Illustravox, a 
General Precision product, are 
other standard brands in sound 
slidefilm equipment. ie 


WE TURNED THE ENTIRE PRODUCTION 
OVER TO WESTERN CINE: 





At Western Cine there is undivided responsibility — no 
“farming out” of any item of production. Our complete facilities 
enable us to maintain control over all phases of film production 
from start to finish! 


¥& CREATIVE PRODUCERS OF 16mm MOTION PICTURES 

¥& COMPLETE 16mm LAB FOR COLOR AND B&W PROCESSING 
¥& COMPLETE SOUND RECORDING FOR TAPE, DISC AND FILM 
Je ANIMATION AND SPECIAL EFFECTS 
3 SOUND SLIDEFILM PRODUCTION 
%& PRINTING AND EDITING 


We do special assignments of on-location 
filming in the Rocky Mountain Region for 
other producers. ALL inquiries are cordially 
me and receive our careful attention. 
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WESTERN 4 (NC PRODUCTIONS 


a 
NESTERN E SERV E 
SX < 114 East 8th Ave Denves 3, Colo AM 6-3061 


For Your Next Business Film—Look to Business Screen: 
National leaders in business film production are advertised regu- 
larly in these pages and listed annually in the authoritative Annual 
Production Review issues of BUSINESS SCREEN. These companies 
are screened by the editors before listings are accepted. 











in a 13-lb. package 


Unique, new DuKane “‘Flip-Top” projector makes every 
neophyte a professional salesman . .. Doubles the effectiveness 


of your experienced sales people! Delivers the message the way you 


want it, complete with sight and sound. Open the lid, plug it in, slide the record in 
the slot, and the Flip-Top starts selling instantly. Ideal for desk-side prospects or 
small groups. Complete with built-in screen. Startling clarity of black-and-white 
or color filmstrip. Top voice fidelity. 


For a demonstration at your own desk, write or wire 


DukKkaw E CORPORATION «+ DEPT. BS-I19 « ST. CHARLES, ILLINOIS 
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Joseph F. Kilmartin 


Kilmartin to Transfilm-Caravel 
as Business Programs’ Exec. 

A new vice-president in charge 
of business program services at 
Transfilm-Caravel, Inc. is Joseph 
F,. Kilmartin. Formerly, he was a 
vice-president and member of the 
firm at Depictorama, Inc. 

A frequent lecturer before busi- 
ness groups on “showmanship in 
business,” Mr. Kilmartin has pro- 
duced some 250 sales meetings, 
traveling shows and closed-circuit 
TV programs. 

In early 1951, he was appointed 
assistant supervisor of radio-TV 
programming at NBC. Concurrent- 
ly he produced 20 industrial films 
for TV and in 1952 joined the 
Cellomatic Corp. where he was 
vice-president in charge of sales 
for five years. Ld 


* * * 


Crowe to Direct Business 
Program Services at Transfilm 

Joining Joseph Kilmartin, vice- 
president of business program serv- 
ices at Transfilm-Caravel, Inc. as 
director in this division is Gordon 
Crowe. Mr. Crowe’s appointment 
was announced on October 30. He 
is the former sales manager of the 
industrial division, Music Corp. of 
America where he also helped to 
establish its advertising depart- 
ment in 1953. 

Prior to joining MCA, Mr. 
Crowe operated his own ad agency 
in Salt Lake City. He is a former 
newspaper reporter and was a 
member of the editorial staff of 
the Army weekly, YANK, during 
his service career. mR 


as * ” 


Pacific Productions Adds Four 
Four new additions to staff have 
been announced by Pacific Pro- 
ductions, Inc., San Francisco pro- 
ducers. Barbara Johnson and 
Harijs Bergs, artists, have joined 
the animation dept.; James Grow- 
ney and Robert Spielman are new 
members of the production staff. §& 
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O. H. Cheses Named President 
at Trans-Radio Productions 

O. H. Cheses has been named 
president of Trans-Radio Produc- 
tions, Boston, the company an- 
nounced. Donald Stuart Berman 
was made assistant treasurer. 

In directorship moves, Carroll 
E. Spinney and Gunter Pfaff have 
been elected to the board. 

While Trans-Radio still does 
radio and recording work, the ma- 
jority of its productions are now 
television commercials, kinescopes 
and political, educational and 
documentary films. The firm re- 
cently altered its studios and equip- 
ment for film work. th 

*” * + 


Budd Winston to Modern 
A new member of the promo- 
tion department at Modern Talk- 


ing Picture Service, Inc., New 
York, is Budd Winston. Announce- 
ment was made by George G. 
Lenehan, vice-president in charge 
of advertising. 

Mr. Winston is a former chief of 
radio-TV production and has been 
a publicity writer on the U.S. Ma- 
rine Corps’ Public Information 


staff. ig 


* 2 oe 


Harvard Productions, Inc. 
Names Stedronsky Gen. Mgr. 
‘ Harvard Productions, Inc., Chi- 
cago, has advanced Frank Stedron- 
sky, a former producer and direc- 
tor, to the post of general manager. 
Harvard Holton, president of the 
firm, noted the expansion of activ- 
ities in the industrial, documentary 
and institutional field as a basic 
reason for the move. Uy: 


FOR UNEXCELLED FILM SERVICE 





to the COLBURN 


LABORATORY 


the best known name 
in 16MM films. 
Serving the nation 
from Chicago 





GEO.W. COLBURN LABORATORY, Inc. 


164 N. WACKER DRIVE ° 


CHICAGO 6G, ILL. 











W. M. Bastable 


W. M. Bastable to Sterling- 
Movies U.S.A. as Western Mgr. 
vv W. M. Bastable, former head of 
Swift & Company’s audio-visual 
services for the past 15 years, has 
resigned that post to become 
Western manager for Sterling- 
Movies U.S.A. He will continue 
to locate in Chicago. 

The company’s Chicago facili- 
ties have been enlarged and made 
the national control center of its 
non-TV free film distribution serv- 
ices. Prior to his service with 
Swift, Mr. Bastable directed film 
activities at the International Har- 
vester Company and has been an 
active member and past president 
of the Industrial Audio-Visual As- 
sociation. Until recently he also 
served as chairman of the Audio- 
Visual Committee of the Associa- 
tion of National Advertisers. 

At present, Sterling-Movies 
U.S.A. distributes films for over 
200 clients and employs 60 people 
in its national operations. Charles 
F. Dolan and Sophie C. Hohne are 
the company’s principal officers. 
National headquarters was recently 
moved to the Seagram Building 
at 375 Park Avenue, New York 
City. Ly 

* * + 
Hamilton to Head Radio-TV 
Dept. for Bevel Associates 
vy Charles A. Hamilton has been 
appointed director of the radio 
and te'evision department of Bevel 
Associates, Dallas and Fort Worth 
p.r. and advertising agency. He 
will headquarter in the Dallas 
office. 

A former senior industrial film 
writer-director with Convair at 
Fort Worth, Mr. Hamilton wrote, 
produced and directed documen- 
tary and training films for Convair 
and the U. S. Air Force. While 
serving as a lieutenant in the Army 
Signal Corps, he also directed mo- 
tion pictures and television pro- 
grams at the Astoria studios. & 


BUSINESS SCREEN MAGAZINE 








Alexander Film Co. Names 

Terry Hatch a Chicago V.P. 

ye New Chicago resident vice- 
president for the Alexander Film 
Company is Terry Hatch. For- 
merly a sales representative for the 
Ampex Corp. and for Ziv Televi- 





Terry Hatch 


sion, Mr. Hatch will be in charge 

of the Colorado Springs produc- 

er’s sales to national advertisers in 

the Chicago area. Offices are lo- 

cated in the Wrigley Building. 
* * * 


Marks, Jessen, Barth Become 
Disney Sales Representatives 
: Three key 16mm sales posts 
have been filled in New York, De- 
troit and Burbank by the 16mm 
Division of Walt Disney Produc- 
tions. 

“Brad” Marks has been named 
eastern 16mm sales representative 
with offices at 477 Madison Ave- 
nue, New York; “Chuck” Jessen 
will serve as Midwestern 16mm 
Sales Representative with offices in 
Detroit; Carl Barth became West- 
ern 16mm Sales Representative. 
He will operate from the studio at 
Burbank. Appointments were an- 
nounced in October by Carl Nater, 
Director of the Disney 16mm Di- 
vision. Vy 

cd oF * 

Harold J. Berns Named 
to SVE Industry Sales Post 

‘ Harold J. Berns has been named 
director of industrial filmstrip sales 
of the Society for Visual Educa- 
tion, Inc., a subsidiary of Graflex, 
Inc., and an affiliate of General 
Precision Equipment Corp. 

Mr. Berns was formerly product 
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advertising manager for Wilson & 
Co., where he handled the firm’s 
visual program for staff and dealer 
presentation. 

James J. McEntee, special pro- 
duction expert for SVE, will head 
its drive for broadening individual- 
ized services to clients in business 
and industry, according to John C. 
Kennan, president. Le 


* * *” 


Fred Niles Expands Operations; 
Promotions, Staff Additions 

ve Rapid expansion of its commu- 
nication center activities in Chi- 
cago have brought personnel addi- 
tions and promotions at Fred A. 
Niles Productions, Inc. 

Manny Paul, former art direc- 
tor, has been named an account 
executive; other new account ex- 
ecutives are Ted Liss and Bob 
Venable. Fruma Singer is Niles’ 
new office manager. Additions to 
the staff include Wayne Langston, 
a writer assigned to a Maremont 
picture; Harry Holt, a new mem- 
ber of the art department. lg 





Paul Kim and Lewis Gifford 


Kim Assumes Official Role 

at Gifford-Kim Productions 

ve Gifford Animation, Inc., New 
York, has changed its name to Gif- 
ford-Kim Productions, Inc. The 
step has been taken to acknowl- 
edge the responsibility of Paul 
Kim, the firm’s vice president. 

Lewis Gifford, president of Gif- 
ford-Kim, is a former artist and 
copywriter for J. Walter Thomp- 
son. He established his animation 
studio in December, 1957, as a 
division of Goulding-Elliott-Gra- 
ham Productions, Inc. The firm 
was incorporated as a_ separate 
enterprise in May, 1958, and has 
grown rapidly since then. 

Paul Kim joined Gifford as a 
partner in 1958, following seven 
years’ experience in animation de- 
sign with Benton & Bowles, Acad- 
emy Pictures and Transfilm, Incor- 
porated. Wy 
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=D TEL-Amatic’Neg. & Pos. 
16/35mm Film Cleaner 


Assures Better Results Than 
Machines Twice the Price! 


You cannot damage film with this highly advanced 
TEL-Amatic JET-SPRAY film cleaning machine. Ex- 

tensive laboratory tests using films with the softest 
emulsions have proven excellent results. Also features 
silent belt timing drive, 3,000’ capacity, speed in ex- 
cess of 10,000’ per hour and fine precision workman- 

ship. One person can handle a battery of TEL- 

Amatics—a great labor saver. 





Just a Few of the Many Features: 


Jet-Spray Film Wash for BOTH 16 and 35mm Film 
Curved Vacuum Air-Blast Squeegees (patent applied for) 
* Special Non-Scratch Buffers 


Requires Only 1s feet of Leader 
Aust ei *, 








eratio Control 
* Designed der | Ori Is and Rel Prints 
Continuous Air ond Solution Filtering 
Take-Up Torque Motor, Adjustable, Reversible 
Electric Solution Level Indicator 
* Complete operation VISIBLE at all times 
* Variable Speed DC Drive 


COMPLETE 
ONntY $2950 


WRITE FOR BROCHURE 





®REGISTERED TRADEMARK 


"The Department Store of the Motion Picture Industry" 


.~$.05. CINEMA SUPPLY CORP. 


Dept. H, 602 WEST 52nd ST., NEW YORK 19, N.Y.— Phone PL 7-0440 


Western Branch, 6331 Holly'd Bivd., Holly’d 28, Calif.—Phone: HO 7-2124 

















Is easy, 
Smedley ! 





— Yes, tracking is easy 
W hen you use tracks from the 
Capitol library. Regardless of your 
present source of music, 
you will be on the right 
track of a better film by writing for our 


brochure and demo disc. No obligation, of course. 


CAPITOL LIBRARY SERVICES 
HOLLYWOOD & VINE 
HOLLYWOOD 268, CALIF. 





News Along Studio 


Production Lines: 


Tape Effects, Inc. Set Up 

for Videotape Commercials 

vy Tape Effects, Inc., an organiza- 
tion designed to provide special 
effects for integration into video- 
tape commercials, has been formed 
in New York. 

The new company, an affiliate of 
Television Graphics, Inc., is staffed 
by experts in stop motion, time- 
lapse photography, special mattes, 
precision photography, fast and 
slow motion, animation and com- 
plicated combinations of animation 
and live photography. 

The main office of Tape Effects 
will be at 369 Lexington Avenue, 
and studios and optical facilities 
will be at 429 West 54th Street. 

It is claimed that the new service 
will overcome many limitations in- 
herent in videotape. Sales will be 
handled by Howard Linkoff. & 


7 ” * 


Hunn, Fritz & Henkin, Inc. 
Move to Expanded Quarters 
% Reflecting a considerable growth 
in its first 18 months of operation, 
the film production company of 
Hunn, Fritz & Henkin, Inc., has 
moved to new and expanded quar- 
ters at 216 West 49th Street, New 
York. 

The new location comprises 
4,000 square feet of air-condi- 
tioned space, on one floor, with 
offices and studios accommodating 
a staff of 65 persons. 

Some of the new on-the-prem- 
ises services of the company now 
include Oxberry animation cam- 
era and stand, small studio for in- 
sert shooting, full editing facilities 
and combination screening con- 
ference room with 16mm _ and 
35mm projection equipment. 


co cs 4 


General Pictures Moves 
to New, Bigger Ohio Studios 

General Pictures Corp. has 
moved to the suburban studio fa- 
cilities of television station WJW 
on Pleasant Valley Road, Cleve- 
land. 

“Continuous growth of our film 
activities compelled us to expand 
our physical plant,” said George 
Oliva, Jr., president of General 
Pictures. 

The new studios include a sound 
Stage covering more than 2,000 
square feet. It is two and a half 
stories high to provide access for 
huge vehicles and other equipment 


to be featured in pictures. 


The management team at Visualscope, Inc. Left to right are Mar- 
vin Green, sales promotion manager; Edward Rasch, sales man- 
ager; Robert Taylor, president, and Manny Rey, vice-president. 


Visualscope, Ine. Builds a New Management Team 


vr Visualscope, Inc., reported to its 
present and prospective clients last 
month that one of its three found- 
ing partners had resigned, but that 
new appointments had been made 


construction 
plus 
ease of 
handling 
equals... 


For complete 
information on Da-Lite 


Vidiomaster Screens : 
and name of Da-Lite : 
Franchised A-V " 
dealer near you! 
4 £ 
. a 


to strengthen its sales department. 

The company letter states that 
John H. Rose, Jr. had resigned. 
Rose had helped form the slidefilm 
and presentation company in early 


Vidiomaster A 


Specially engineered 
for use by 
schools and industry 


Da-Lite 


SCREEN COMPANY 
Warsaw, Indiana 


1954, and his responsibility, the 
letter pointed out, “primarily had 
been for sales.” The other two 
partners retain their responsibili- 
ties—Manny Rey as creative head 
and art director, and Robert G. 
Taylor as the originator of pro- 
duction techniques and staging. 


Name Taylor to Presidency 


Visualscope’s board of directors 
has elected Taylor president and 
Rey vice-president. To strengthen 
the company’s sales department, 
two appointments were announced. 

Edward Rasch, who had been 
Walt Disney’s eastern regional 
manager for the past five years, has 
been named sales manager. Marvin 
Green, who had been sales promo- 
tion manager with Shamus Cul- 
hane Productions, has been ap- 
pointed to the same capacity with 
Visualscope. 

The letter, signed by Taylor, 
emphasized that Visualscope’s cre- 
ative and production staffs remain 
intact. In addition to the two part- 
ners, staff principals include two 
senior artists, Jerry Smith, assistant 
art director, and Jack Nelson, who 
has been with the firm since 1956. 
Writer Stan Sobel, whose offices 
are with Visualscope, continues to 
turn out scripts, along with other 
writer specialists in the slidefilm 
field. Manuel de Aumente photo- 
graphs wide screen presentations 
exclusively for Visualscope. 


New Developments Impending 


Taylor stated that research and 
testing on new technical develop- 
ments for the company’s special- 
ized work in wide screen projec- 
tion was about completed, and 
would be announced soon. In the 
past five years, Visualscope has in- 
troduced a number of innovations 
in technical equipment and staging 
for the annual Saturday Evening 
Post shows, as well as in its work 
for Eastman Kodak, Time, Inc., 
and others. mg 


* of * 


C-B Educational Films Begins 

Ad-Sales Promotion Activity 

ve Joseph R. DeGrace has been 
named advertising manager in 
charge of a newly-formed ad-sales 
promotion dept. for C-B Educa- 
tional Films, Inc., San Francisco. 
He is a former traffic and ad man- 
ager for Becker & Mueller and was 
assistant ad manager for Marchant 
Calculators, both Bay Area firms. 

x * * 


Hershey to Bill Sturm Studio 

vv Producer-director Don Hershey 
has joined the staff of Bill Sturm 
Stud:os. He was formerly in the 
same capacity at Screen Gems, Inc. 
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Princeton Story: 


(CONTINUED FROM PAGE 48) 
Ektachrome or Kodachrome mo- 
tion picture films, but will be used 
where speed is essential. 

Earl Whitcraft (Socony Mobil 
Oil Co.) advised I1.A.V.A. mem- 
bers to take a closer look at what 
educational television is accom- 
plishing today. He said that educa- 
tional TV takes several forms—as 
community stations serving not 
only schools but providing a wide 
range of cultural and informational 
programming for the general pub- 
lic; as stations operated by schools 
and colleges principally for teach- 
ing; as closed circuit teaching 
installations operating in schools, 
school systems, even on a county- 
wide basis, as in Hagerstown, Md., 
where all 48 schools are connected 
and 39 courses are taught to 18,- 
000 students. 

Hoppe Demonstrates Mobilux 

John Hoppe (Mobilux Co.) 
demonstrated his unique system of 
producing moving figures of light 
in many forms on the screen. 





. shows Mobilux 


John Hoppe. . 


Using reflecting surfaces of his own 
design, Mr. Hoppe, assisted by his 
wife, produced an impromptu vis- 
ual ballet of dancing lights that 
brought I.A.V.A. members to 
their feet in enthusiastic response. 
It was similar to his recent he 


SOUND RECORDING 


at a reasonable cost 


High fidelity 16 or 35. Quality 

guaranteed. Complete studio and 

laboratory services, Color printing 
and lacquer coating. 


ESCAR 
Motion Picture Service 


7315 Carnegie Ave. 
Cleveland 3, Ohio 
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formance before a national Chrys- 
ler dealer convention in Miami. 
Mr. Hoppe also showed how the 
same system can be used in film, 
projected a reel of TV commercials 
composed either entirely of Mobi- 
lux creations or enhanced by Mo- 
bilux over live-action backgrounds. 
Charles Corn (A dmasters 
Prints) showed a color and sound 


slidefilm, Slidefilm Projecturus, 
that his company !)1s made to ad- 
vance the cause oi s and slide- 
films, and to nudg. _sripfilm users 


into understanding the medium 
better and using it to better ad- 
vantage. ig 





. heads N.Y. 


Ray Favata . . studio 
Open N.Y. Animation Studio 
as Ray Favata Productions 

vx A new firm, Ray Favata Pro- 
ductions, Inc., has been formed at 
165 West 46th Street, New York. 
Ray Favata will be president and 
creative director, and Carlton Rei- 
ter is vice president and manager. 

Favata, 35, is a veteran of ten 
years in the animation industry. 
Coming to it from freelance ad- 
vertising art illustration, he has 
worked in storyboard, layout and 
design with leading studios, includ- 
ing John Sutherland Productions, 
Academy Productions, CBS Terry- 
toons and William Tytla Produc- 
tions. He has won awards of merit 
in the Annual Art Directors’ show 
and the Society of Illustrators 
show. 

Reiter, 41, has been in adver- 
tising and art since 1938, first as 
an editorial illustrator and then, 
during 3'% years with the Signal 
Corps Pictorial Center, in anima- 
tion. He has been art director for 
Training Films, Inc. and Academy 
Productions. 

The new studio is off to a good 
start, with two spots for Piel’s 
beer, two for Hygrade frankfurters 
and one for the National Associa- 
tion of Insurance Agencies already 
out of the house. ig 
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FOR MOVIOLA SERIES 20 


AND YOU CAN ADD FOURTH 
AND FIFTH SOUND HEADS 
JUST AS EASILY! MAKE ANY 
COMBINATION OF 16mm 
AND 35mm OPTICAL-MAG 
NETIC SOUND HEADS 


CAMART ADD-A-UNIT EXTEN 
SION PLATE is complete with 
extra belt guard, flange, flexi- 
ble coupling assembly, sep- 
arate volume controls, for 
each head, and amplifier at- 
tachments (for Moviola Series 
20 machines). . 


$325 f.0.b. N.Y. 


Separate sound heads or take-ups 
additional. Prices on request 








ANOTHER CAMART FIRST! 
CAMART ADD-A-UNIT EXTENSION PLATES 


(U.S. Pat. Pending) 


Now add a third sound head to your two 
head Moviola using this easy as A-B-C 
attachment: 


A. Remove the take-up arm from the sep- 
arate sound side of your Moviola. 


B. Add the extension plate, no drilling or 
tapping in your cabinet. 


C. Replace the take-up arm and the plate 
is installed. Now all you do is add the third 
sound head and take-up arm and hook it 
into your amplifier and you are ready to go! 





The original CAMART ADD-A-UNIT EXTENSION PLATE is available only at the Camera 
Mart, Inc., or their exclusive franchised dealers. 


we CAMERA MART 





1845 BROADWAY (at 60th St.) 





Qur Specialty... 
SALESMANSHIP on film 


As scores of top firms can tell you, there’s no faster, 
more forceful way to put your message across than 


with a Holland-Wegman film. 


For Holland-Wegman is a 5,000 square foot studio 
fully equipped and manned to plan, write and pro- 
duce top calibre films in any category...product sales, 
public relations, training, documentary, television 


commercials. 


What job do you have for Holland-Wegman salesman- 
ship-on-film? Phone.or write us about it today! 


HOLLAND-WEGMAN PRODUCTIONS 


197 Delaware + Buffalo 2,N.Y 





NEW YORK 23 


+ Telephone: MAdison 7411 


» Plaza 7-69 
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Own the Speaker's 
“Silent Partner’ 


TelExecutive 


A Vital Business Tool to 
Improve Your Next Speech 


Here’s the finest, low-cost au- 
tomated prompting device ever 
offered! TelExecutive ends te- 
dious memorizing, eliminates 
fear of forgotten lines. Look 
and talk straight to your au 
dience with conviction; aban- 
don hard-to-read, unconvincing 
typed speeches, tedious page- 
turning. 


Now you can afford to own this 
electronic-controlled, hand- 
some TelExecutive and its dis- 
perp carrying case of 
veautiful rich leather that holds 
complete unit, including hand 
control, extra spools, script 
paper, editing kit 


Plug into ordinary A.C. light 
socket. Controlled by you so 
that illuminated script moves 
at precisely the speed you 
wish. Speed it up, slow it down 
or stop if you want to ad-lib; 
rewinds rapidly. And all at the 
unbelievable low price of 


$14975 


(Cowhide carrying case $19.75) 


For special trial offer, 
write, wire or phone 


TELIT INDUSTRIES, INC. 
226 So. Wabash, Chicago 4 
Dept. BS-9 
Phone: WEbster 9-2150 


@TelExecutive Reg. U.S. Pat. Off 
Trademark of TelePrompTer 


orp., N.Y. 


New Kalart-Victor 70-15 
Sound Projector Announced 
ve The Kalart/Victor Model 70- 
15, a new single-case 16mm sound 
motion picture projector, is the 
first new model to come from Vic- 
tor since the pioneer firm became 
a division of the Kalart Company, 
Inc., Plainville, Conn. 

Major improvements noted by 
the manufacturer include quiet 
operation, an improved sound sys- 
tem, a 12% increase in total light 
output and a new shutter design. 
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Kalart-Victor Model 70-15 


Heat filters have been incorporated 
without an increase in price. Pro- 
fessional-type shuttle framing 
maintains optical alignment. 

The Model 70-15 has also been 
restyled for more convenient use 
and is encased in wrinkle-finished 
aluminum with a low, slim, light 
look. But inside re-design are pri- 
mary factors as the maker notes a 
“significant reduction of motor, 
gear and air noises for the new 
model.” Need for lubrication has 
been eliminated with an oil reser- 
voir built within the projector and 
requiring only annual lubrication. 
Sound improvements are high- 
lighted by the new 15-watt ampli- 
fier with a frequency response 
curve said to be comparable to fine 
high-fidelity equipment. An 8-inch 
“in-the-door” speaker may be used 
with the machine or easily de- 
tached for placement as far as 50 
feet from the projector. 

Victor dealers have the new 
model or write the Victor Anima- 
tograph Corp., Division of Kalart, 
Plainville, Conn. mentioning Bust- 
NESS SCREEN. I 

* a * 


New Carbon for Projection 

A new 13.6mm rotating pro- 
jector carbon that is said to burn 
slower while providing better light 
distribution is now being offered 
by the Ringsdorff Carbon Corp. 

Under the “Diamond” brand 
name, the new carbon, as well as 
10mm and ilmm sizes, will be 
available through National Theatre 
Supply Company and independent 
distributors. Ld: 


New AUDIU-VISUAL Equipment 


Recent Product Developments for Production and Projection 


New Slide Projector Is 
introduced by Viewlex 

ve The Viewlex Co., Inc., Long 
Island City, New York, announced 
the new V-25-P 35mm filmstrip 
and their 2 x 2” 500 watt slide 
projector. 

Features of the product include 
pop-up lamp ejection and an im- 
proved cooling system, which per- 
mits unlimited showing time and 
lengthened lamp life, the company 
announced. 

The V-25-P utilizes a new light 
source with a specially-designed 
optical system which produces 
twice the effective light power, 
Viewlex said. The increase in ef- 
fective on-screen light power re- 
sults in “easier-to-learn-with” 
classroom applications, according 
to the company. 

Selling for $92.50, the product 
includes such Viewlex features as 


Viewlex Model V-25-P 


automatic filmstrip threading, pro- 
jection of single or double frame 
filmstrip either vertically or hori- 
zontally, or 2 x 2” slides, and 
quick interchangeability from film- 
strips to slides. 

Viewlex also introduced the 
V-45-P for filmstrips only. The 
projector, which contains all other 
features of the V-25-P, is priced at 
$79.50. iy 


¢ complete 
art 





¢ filmographs 
e slidefilms 
e animation 





480 Lexington Avenue 
New York 17, N.Y 
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Cine Film Storage File 
Marketed by Compco Corp. 
yx Compco Corp., Chicago, has in- 
troduced “the reel bank,” a new 
device for storing and handling 
movie film. 

Selling for $7.95, the product 
consists of six steel, 200-foot 8mm 


reels and cans. The device has a 
large, easy-access door, a fold- 
away handle and three rubber- 
tipped legs, states Compco. ae 


ek wear 


New McClure Projector 
Eliminates Film Rewinding 

A new portable sound slidefilm 
projector particularly suited for 
sales and educational use has been 
announced by McClure Projectors, 
Inc. 

The projector, weighing 13 
pounds, features a new automatic 
film feed and take-up which elimi- 
nates rewinding. The unit includes 
a built-in projection screen and can 
be used with 33-1/3, 45 or 78 rpm 
records, giving up to 18 minutes 
playing time per side. The projec- 
tor can be used in an undarkened 
room and with a _ conventional 
screen. 

Further information and prices 
on the Picturephone Model N are 
available from McClure Projectors, 
Inc., Post Office Box 236-G, 1122 
Central Ave., Wilmette, III. 


LL. LL Valles t-tileolem-t-) ea Alert — 
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2 camera 
service 


Two fully motorized 
Oxberry 35-16mm 
camera stands 
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$.0.S. Shows Two Magnetic 
Striping Machines at SMPTE 
yr Two new machines for striping 
16mm film with magnetic tape 
were displayed at the convention 
of the Society of Motion Picture 
and Television Engineers in New 
York last month by S.0.S. Cinema 
Supply Corp. 

Both machines, the Sosound Pe- 
terson, and the Sosound Cinema- 
phon, lay a full sound track (100 
mil.) or half track (50 mil.) with 
a balance strip (8 mil.). 

The Sosound Peterson operates 
at 2200 feet per hour. Two stripes 
may be applied simultaneously. 
The oxide mixture wells have 
interchangeable application discs, 
with micrometer adjustment of 
layer thickness. After passing 
through the inclosed drybox, an 
adjustable polisher imparts a high 
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ZWEIBEL 

PRODUCTIONS 
Inc. 


11 EAST 44th STREET 
NEW YORK 17, N.Y. 


PLANNING AND PRESENTING THE SALES, TRAINING AND MERCHANDISING MESSAGE WITH 








gloss to assure good sound repro- 
duction and minimize head wear. 
The price is under $3,000. 

The Sosound Cinemaphon has 
a top speed of 1320 feet per hour. 
It laminates the stripe with a spe- 
cial cement which is then bonded 
to the film as it passes over a 
heated drying drum. A convenient 
inspection lamp insures uniform 
results. The price is under $2,000. 

Both techniques, beading and 
laminating, are permanent, unaf- 
fected by conventional b/w devel- 
oping and fixing baths. Raw stock 
can be darkroom pre-striped for 
single system magnetic recording. 
Developed positives or release 
prints may be done under daylight 
conditions. i. 


Oxberry 1500 Optical Printer 
New at Animation Equipment 
vv A new optical printer designed 
for step printing and special effects 
work is now being demonstrated 
by Animation Equipment Corp., 
New Rochelle, N.Y. 

The Oxberry 1500, which is 
priced at $12,900, has many ad- 
vanced features, will handle frame- 
to-frame and continuous step pro- 
jection printing, freeze frame 
work, in both b/w and color. It 
will accept 35mm and 16mm com- 
ponents. ye 

* * * 


Portable Alpex Miniature 
Projector a New Visual Tool 
yr An 8-pound miniaturized 35mm 
slide projector with a built-in view- 
ing screen is being offered as a 
visual sales tool. Also suitable for 
viewing filmstrips, the low-cost 
unit is an import offered by Allied 
Impex Corp., 300 Fourth Avenue, 
New York 10. Retails at $39.95. 
Projector is” built into a fitted, 
compact, self-contained leatherette 
carrying case with handy compo- 
nents for slides and filmstrip can- 
nisters. It is also supplied with a 
slide changer and filmstrip adapter. 
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For Every Type of Production 
EITHER ON A “PER SELECTION” OR “UNLIMITED USE” BASIS 
For Full Details Write, Wire or Phone 


AUDIO-MASTER Corp., 17 EAST 45th ST., N. Y. 17, N. Y. 
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| SYLVANIA 


‘ceramiciBLUE T@P 


~ PROJECTION LAMPS... 








¥ SYLVAN LA world leader in photographic lighting 


GENERAL TELEPHONE & ELECTRONICS 


for all makes .. . all types... in all sizes 


New Sylvania Ceramic Blue Tops are available 
in all standard sizes for any projector... to 


fill your exact requirements for clear, 
brilliant projection. 


Blue Tops offer these superior qualities: 


Brighter... Ceramic Blue Tops won't scratch, 
chip or peel like ordinary painted tops... 


machine-made filaments assure pictures 
bright as life. 


Cooler... Ceramic Blue Top is bonded to the 
. cooler 


glass for improved heat dissipation . . 
operation assures longer lamp life. 


Longer Lasting ... Exclusive Sylvania shock 


absorber construction protects filaments from 


vibration damage. 


Use Sylvania Ceramic Blue Top in your projector 


... your slides and movies deserve the best! 


SYLVANIA LIGHTING PRODUCTS 


Division of Sy!vania Electric Products Ine, 


1740 Broadway, New York 19, N. Y. 


Looking for the BEST in Audio-Visual Products & Services? 
You'll Find It in the Advertising Pages of BUSINESS SCREEN 
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frst IN EDITING 


EQUIPMENT 


From the time motion pictures “learned 
to talk’’ Moviola has earned acceptance 
as the word for professional film 
editing equipment. Moviola is keeping 
pace with the changing needs of the 
Motion Picture Industry with new 
devices such as: 
e Crab Dolly for improved Motion 
Picture and TV Camera mobility 
e 70 mm Viewer for the Photo 
Instrumentation field 


Moviola 


MANUFACTURING CO. 






















Getting a really good motion picture 
from idea to ‘in-the-can’ takes a lot 
of know-how. A good way to acquire 
know-how is spending 45 years mak- 
; ing business, industry, government, 
medical and special films. That's 
what | did. And now my know-how 
can help you get better pictures 
even on tight budgets. Call or write 
today, and let’s talk about it. 


iSam Orleans, lnc. 


New York: 550 Fifth Avenue, Plaza 7-3638 
Knoxville: 211 W. Cumberland Ave., 3-8098 or 7-6742 








THE GREATEST SALESMAN 
SINCE P. T. BARNUM 


COMPLETELY AUTOMATIC WITH 
BUILT-IN SCREEN 


@ Self Contained Speaker and Screen 

@ Portable——Easy to Carry and Operate 
@ Always Ready to Show Anywhere 

@ Uses Standard 16mm Films 

@ Proven Effective and Dependable 


@ Used in Exhibits, Special Displays 
Point-of-Purchase, Training Sales, etc 


@ Shows Products That Are Difficult or impos 
sible to Demonstrate by Other Means 


BUSCH FILM AND EQUIPMENT CO. 
214 S. Hamilton SAGINAW, MICHIGAN 


WRITE TODAY FOR 
COMPLETE INFORMATION 








BEHIND the SCREEN 


Editorial Notes and Commentary 


HAT SOVIET EXHIBITION which played an 
- extensive engagement in Manhattan earlier 
this year has just opened in Mexico City. In- 
teresting angle is that the Soviets first announced 
a film festival for the exhibition hall and then 
came up with their big, impressive show. 

An illustrated color slide and tape lecture on 
the New York show was one of the standout 
program items at the recent Industrial Audio- 
Visual Association fall meeting in Princeton 
last month. Roy Mumma of U.S. Steel (Pitts- 
burgh) lensed the exhibits in new fast color 
for a truly marvelous pictorial presentation of 
the Exhibition. But it was his low-key personal 
commentary that impressed a-v execs, left little 
doubt that U.S. faces stern competition from 
the Commies. Three sets of the combined slide- 
tape presentation were ordered by I.A.V.A. 
and by the publisher of BusINEss SCREEN. 
They will be shown to business groups. 


+ * * 


Lumber Manufacturers Hear Proposal for 
All-Out Competitive Promotion in 1960's 

The National Lumber Manufacturers Assn. 
has a broad advertising and merchandising 
program in mind for the °60’s. At its early 
November meeting in Washington, D. C., a 
two-hour chart and slidefilm presentation of a 
contemplated $12,500,000 annual program in- 
cluded local merchandising and publicity activi- 
ties, including a nationwide publicity field staff 
and a program of motion pictures for which 
$2,500,000 has been tentatively earmarked. 
Wide screen color slides were used for the pro- 
motion review. 

ok * *K 

MPO’s “Unseen Journey” for Gulf Oil and 
New Hamilton Picture to Bid for Awards? 

MPO Productions, Inc. has two major films 
that will bid for award honors, we predict. One 
of these is the recently completed Unseen 
Journey (Gulf Oil Company) which is a su- 
perbly-photographed “documentary” of oil ex- 
ploration, drilling and transport operations. 
Murray Lerner wrote, produced and directed. 
Coming up is a new Hamilton Watch picture, 
The Ages of Time, which spans time-keeping 
from Ancient Egypt into the space era. 

* ok ok 


Cause, Prevention, Cure of Film Damage 
a Critical Topic for Industry Discussion 

That recent SMPTE session at the Society's 
86th meeting in New York last month included 
a paper by Rapid Film Technique’s Henry 
Lloyd, speaking on the cause, prevention and 
cure of damaged films. Lloyd pointed out that, 
despite user education on the high cost of 
prints and attempts to prevent film damage, the 
problem continues. 

“The existence of repair facilities specializ- 
ing in the rehabilitation of such films is a 
major service to the motion picture industry 
in cutting down replacement costs.” We agree 
and we feel that consideration should be given 
(CONTINUED ON 


PAGE SEVENTY-ONE) 
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PH OTOGRAPHIC LABORATORY 


Complete 16mm Color 
and Black & White 
Motion Picture 
Laboratory Services 
Including 

Sound Recording 


EVERY JOB HANDLED WITH CARE AND 
GIVEN PROMPT INDIVIDUAL ATTENTION. 
MAY WE HELP YOU ON YOUR NEXT 
PRODUCTION? WRITE OR CALL TODAY 
FOR OUR LATEST PRICE LIST. 


PHOTOGRAPHIC 
LABORATORY, inc. 


6555 NORTH AVENUE. OAK PARK. ILLINOIS 
EUctuip 6-6603 





16-35mm SUPER-SPEED 
CINEMATOGRAPHY 


LENSES 
Vas 
= 


Whatever your professional lens need 
.». Whatever your camera... B & J 
can provide you with instant action 
from a vast selection of thousands of 
optics .. Cinematography Lenses & 
Mounts of every speed & size. 

All Lenses are sold on a 15-day Free Trial— 
Unconditionally Guaranteed! 

An Experienced Research 

Optical Assembly Lab— 

expertly handles all cus- 

tom Lens problems... . 

Customers include Ford, 

R.C.A., G.E., A.E.C., etc 


Free New 132 pg. 8B & J Lens & Optics Catalog. 
BURKE 3& JAMES, INC 


171 S Wabash Ol ation t- fom Mm lillalslt 4 
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Bill Frawley (left) and Eddie Albert star in “Won in a Walk” 


“Won In a Walk” a Warm 
Appeal for Campaign Funds 
(CONTINUED FROM PAGE 49) 
Eddie Albert, William Frawley and 
Vivian Vance (playing their fa- 
miliar tv roles of Fred and Ethel 
Mertz) carries off that objective 
in a dramatic story line that sets 
up Albert as a cynical press pho- 
tographer. 

Challenged by Ethel Mertz to 
“take pictures that will show the 
people exactly where their United 
Fund money goes . . . to show the 
need for their help” he hits the 
pavements of Pittsburgh. Sequences 
then take up the work of many 
Fund-supported agencies and re- 
search centers. From nursery 
scenes, through teen-ager consulta- 
tion to aid for oldsters, Won In a 
Walk is a warm, compelling and 
action-getting representative of the 
United Fund campaign. 

Film was produced in a record 
time of two days shooting on the 
Wolff Hollywood stages; final cut- 
ting and editing done in the East. 
Scenes of various hospitals and 
other United Fund activities were 
lensed in Pittsburgh. Id 

* * * 
Lonely Coast Guardsman 
Subject of a New Picture 
vv A United States Coast Guard 
duty generally unfamiliar to the 


public is the subject of Loran Duty, 
A Challenge, a 28-minute, 16mm 
film now distributed by United 
World Films. 

It is the story of a typical Loran 
defense station in the Arctic and 
Pacific areas, the operations and 
duties of the personnel and the ef- 
forts for recreation for these lonely 
and isolated men. 

Public use of the film, which 
may be used on television, can be 
made through United World Films, 
Inc., 1445 Park Ave., New York 
29, N.Y. ig 

* * * 
Filmstrip Series on Russia 
Released for Sales by SVE 

A series of seven 35 mm silent 
filmstrips on the Soviet Union, pro- 
duced under the direction of Mur- 
ray Lincoln, has been released for 
sale to schools and adult groups 
by the Society for Visual Educa- 
tion, Inc., Chicago. 

Pictures taken by American edu- 
cators and farm experts during 
1957-58 tours of Russia cover such 
subjects as housing and home life; 
schools and youth activities; agri- 
culture; foods, markets and stores; 
transportation and communication; 
natural resources. One strip 
covers the cities of Moscow, Lenin- 
grad, Kiev and Tashkent. Maps 
used in the series were supplied by 
Rand McNally & Company. 





Immediate 
Delivery! 
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HOUSTON FEARLESS 


Panoram IPollies 


Thoroughly overhauled — Guaranteed 


SPECIAL LOW PRICE: 


4 Wheel — $1400.00 
5 Wheel — $1800.00 


CAMERA EQUIPMENT CO., Inc. 
315 West 43rd Street * New York 36, N.Y. 
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FOREIGN LANGUAGE 
| dubbing 


now available from a large pool of selected, 
talented native-born voices .. . 
and correct dialects . . 


with precise accents 
. to create for you a 
superlative foreign sound track. 


your work print and “as recorded” script is all 
that is needed for prompt, superior foreign 
narrating service ...lip synch... 
effects ... at our european studios. 


music and 














your finished translation will be furnished on 16 mm 
magnetic film, in the sound track of your choice, 
recorded upon Vicom’s new a-202-c, culminating in 

a master achieving “a new high in 
sound recording quality.” 


for details write—wire—phone. 


VICOM Inc. 


MANUFACTURER OF THE FINEST RECORDING SYSTEMS 


70 ABERTHAW RD. 2 RUE RICHER 
ROCHESTER 10, N. Y. PARIS, FRANCE 
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NATIONAI 





EASTERN STATES 


e MASSACHUSETTS e 


Cinema, Inc., 2534 Clarendon St., 
Boston 16. 


e NEW JERSEY e 


Association Films, Inc., Broad at 
Elm, Ridgefield, N. J. 


e NEW YORK e 


Association Films, Inc., 347 Mad- 
ison, New York 17. 

Buchan Pictures, 122 W. Chip- 
pewa St., Buffalo. 

Crawford, Immig and Landis, 
Inc., 200 Fourth Avenue, New 
York 3, New York. 

The Jam Handy Organization, 
1775 Broadway, New York 19 

S. O. S. Cinema Supply Corp., 
602 W. 52nd St., New York 19 

Training Films, Inc., 150 West 
54th St., New York 19. 


Visual Sciences, 599BS Suffern. 


e PENNSYLVANIA e 


Appel Visual Service, Inc., 927 
Penn Avenue, Pittsburgh 22 


Oscar H, Hirt, Inc., 41 N. 11th 
St., Philadelphia 7, Pa. WAlnut 
2.5663. 

J. P. Lilley & Son, 928 N. 3rd St., 
Harrisburg. 

pen Pictures, Inc., 4729 
udiow St., Philadelphia 39. 

The Jam Handy Organization, 
Pittsburgh. Phone: ZEnith 0143. 


e WEST VIRGINIA e 


B. S. Simpson, 818 Virginia St., 
W., Charleston 2, Dickens 6- 
6731. 





SOUTHERN STATES 





e FLORIDA e 


Norman Laboratories & Studio, 
Arlington Suburb, P.O. Box 
8598, Jacksonville 11. 


e GEORGIA e 


Colonial Films, 71 Walton 
N. W., JA 5-5378, Atlanta. 


St., 


e LOUISIANA e 


Stanley Projection Company, 1117 
Bolton Ave., Alexandria. 


Delta Visual Service, Inc., 815 
Povdras St., New Orleans 12. 
Phone: RA 9061. 


e MARYLAND e 
Stark-Films (Since 1920), Howard 
and Centre Sts., Baltimore 1. 
LE, 9-3391. 
e MISSISSIPPI e« 


Herschel Smith Company, 
Roach St., Jackson 110. 
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e TENNESSEE e 


Southern Visual Films, 687 Shrine 
Bidg., Memphis. 





MIDWESTERN STATES 





e ILLINOIS e 


American Film Registry, 1018 So. 
Wabash Ave., Chicago 5. 


Association Films, Inc., 561 Hill- 
grove, LaGrange, Illinois. 


Atlas Film Corporation, I111 
South Boulevard, Oak Park. 


The Jam Handy Organization, 
230 N. Michigan Ave., Chicago 
l. 


Midwest Visual Equipment Co., 
3518 Devon Ave., Chicago 45. 


e MICHIGAN e 


The Jam Handy Organization, 
2821 E. Grand Blvd., Detroit 
I. 


Capital Film Service, 224 Abbott 
Road, East Lansing, Michigan. 
e OHIO e 


Academy Film Service, Inc., 
2110 Payne Ave., Cleveland 
14, 


Films Unlimited Productions, 137 
Park Ave., W., Mansfield. 





LIST SERVICES HERE 


Qualified audio-visual dealers are 


listed in this Directory at $1.00 per 
line per issue on annual basis only. 


USE THIS DIRECTORY TO LOCATE THE BEST IN EQUIPMENT, FILMS AND PROJECTION 





DIRECTORY OF VISUAL EDUCATION DEALERS 


Frvan Film Service, 1810 E. 12th 
St., Cleveland 14. 

Sunray Films, Inc., 2108 Payne 
Ave., Cleveland 14. 


The Jam Handy Organization, 
Davton, Phone: ENterprise 
6289. 

Twvman Films, Inc., 400 West 
First Street, Davton, 

M. H. Martin Company, 1118 
Lincoln Way E., Massilon. 





WESTERN STATES 





e CALIFORNIA e 


LOS ANGELES AREA 


Coast Visual Education Co., 5620 
Hollywood Blvd., Hollywood 
28. 

The Jam Handy Organization, 
1402 N. Ridgewood Place, Hol- 
lvwood 28. 

Photo & Sound Company, 5525 
Sunset Blvd., Hollywood 28. 
Ralke Company, Inc. A-V Center, 
849 N. Highland Ave., Los 

Angeles 28. HO. 4-1148. 

S. O. S. Cinema Supply Corp., 
6331 Hollywood Blvd., Holly- 
wood 28. 

Spindler & Sauppe, 2201 Beverly 
Blvd., Los Angeles 57. 


SAN FRANCISCO AREA 


Association Films, Inc., 799 
Stevenson St., San Francisco. 
Photo & Sound Company, 116 
Natoma St., San Francisco 5. 
Westcoast Films, 350 Battery St., 

San Francisco Il. 


e COLORADO e 


Audio-Visual Center, 28 E. Ninth 
Ave., Denver 3. 


Davis Audio Visual Company, 
2023 E. Colfax Ave., Denver 6, 
Colorado. 


e OREGON e 


Moore’s Motion Picture Service, 
1201 S. W. Morrison, Portland 
5, Oregon, 


e TEXAS e 


Association Films, Inc., 1108 Jack- 
son Street, Dallas 2. 


e UTAH e 


Deseret Book Company, Box 958, 
Salt Lake City 10. 





















BUSINESS 


U. S. Patent Granted to 
FilMagic Pylon Inventors 

vy U. S. Patent No. 2,908,246 was 
granted on October 13th to the co- 
inventors of the FilMagic Pylon, 
known technically as “Lubricant 
Dispenser for Lubricating Strip 
Material.” 

This device, already in wide use 
in TV and radio stations, schools 
and among industrial users of tape 
recasders and 16mm sound pro- 
jectors, is a practical answer to the 
problems of cleaning and protect- 
ing films and recording tapes by 





Patent FilMagic Pylon (inset) is 
shown on |6mm sound projector. 


applying a coating of fluid silicones 
to the moving surfaces while the 
reproducing equipment is operat- 
ing. 

The principle on which the Py- 
lons operate is one including a 
reservoir of fluid silicones, from 
which the lubricant is filtered 
through a removable sleeve onto 


| the tape or film as it passes through 


the reproducing mechanism. The 
silicone coating sets up an invisible 
protective barrier against heat and 
| abrasion, and the moving tape or 
film surface is used as a “carrier” 
of protective silicone into parts of 
the equipment heretofore impos- 
sible to lubricate. 

The results are said to provide 
better reproduction from recording 
| tapes, elimination of periodic head- 
cleaning in recorders, protection 
against scratching during the pro- 
jection of film, and preservation of 
the treated surfaces. 

W. Wells Alexander, president 
of The Distributor’s Group, Inc. 
and Russell M. Magee, treasurer 
of the same company, are named 
as co-inventors. Patent rights are 
assigned to the corporation whose 
address is 204 - 14th Street, N. W., 
Atlanta 13, Georgia. 


* * * 





Your Best Equipment Guides— 
are the pages of each new issue 
of BusINEsSS SCREEN Magazine. 





SCREEN MAGAZINE 























Quality Lh 


FILM SHIPPING CASES 





e Best quality domestic fibre 

e Heavy steel corners for 
added protection 

e Durable 1” web straps 

e Large address card holder 
with positive retainer spring 

e Telescopic construction 
allows additional capacity 


Write direct to manufacturer 
for catalog. 


WM. SCHUESSLER 
361 W. SUPERIOR ST. 
CHICAGO 10, ILLINOIS 








FOR BETTER FILM SHOWINGS 


The Audio-Visual 
Projectionist's Handbook 


Here’s a graphic, colorfully illustrated 
basic guide to operation and projection 
of all 16mm showings. Step-by-step sim- 
ple lessons on preparation and handling 
the show, room arrangement, projector 
care and maintenance. 

The widely-used Projectionist’s Hand- 
book contains threading diagrams of 
16mm projectors and other a-v equipment 
most widely used today. Plastic bound 
and printed in color with heavy cover. 


$1.00 the copy 


Special discount on quantity orders 








write or wire 


BUSINESS SCREEN MAGAZINE 
7064 Sheridan Road + Chicago 26 























NUMBER 7 © VOLUME 20 








BEHIND the SCREEN 


(CONTINUED FROM PAGE SIXTY-EIGHT ) 


to the proposal of Rapid’s president, Jack 
Bernard, that a Presentation Committee con- 
sisting of producers, processors, distributors 
and exhibitors might be extremely useful in 
the U.S. Mr. Bernard’s proposal suggests four 
main areas of interest: (1) initial release print 
quality; (2) subsequent deterioration; (3) 
equipment; and (4) the projectionist. 





18 * * 


Ely Named Syracuse Audio-Visual Director 
as Don Williams Moves to Kansas City U. 

: Dr. Don G. Williams, former head of the 
Syracuse University Audio-Visual Center is 
now at the University of Kansas City where he 
will develop an audio-visual program, Donald 
P. Ely has been appointed to the Syracuse post. 
An associate director of the Center since 1956, 
Ely is chairman of the College and University 
Section, Department of Audio-Visual Instruc- 
tion, National Education Association and a 
past president of the New York State Audio 
Visual Council. 

a6 * a 


A Word of Tribute to Frank Rogers, Sr., 
Former Ampro Exec Who Was Our Friend 

+ With the passing in November of Frank B. 
Rogers, Sr., 82-year-old pioneer in the motion 
picture equipment industry, the audio-visual 
field has lost a real gentleman who was a good 
friend of this publication in its early days. 
Until his retirement in 1950, Mr. Rogers was 
eastern division manager for the Ampro Corp., 
a division of General Precision. He was a 
long-time Ampro executive in its original Chi- 
cago organization. His son, Frank B. Rogers, 
Jr., a vice-president in the Reeves organization, 
survives. i 

* * * 


Jim Ford to Bob Atcher Films, Inc. 

v An 11-year veteran of the business film field, 
James E. Ford has joined the Chicago firm of 
Bob Atcher Films, Inc. as sales manager. 


STATEMENT REQUIRED BY THE ACT OF 

AUGUST 24, 1912 AS AMENDED BY ACTS 

OF MARCH 3, 1933, AND JULY 2, 1946 

(Title 39, United States Code, Section 233) 

SHOWING THE OWNERSHIP, MANAGE- 

MENT AND CIRCULATION OF 

Business Screen Magazine, published eight times annually at 
~ week intervals at Chicago, Illinois for October 1, 1959. 

- The names and addresses of the publisher, managing edi- 
t aod b-siness managers are: Publisher, O. H. Coelln, Jr., 
7064 Sheridan Road, Chicago 26, Illinois. 
2. The owner is: (If owned by a corporation, its name and 
address must be stated and immediately thereunder the 
names and addresses of stockholders owning or holding 1 
percent or more of total amount of stock. If not owned by 
a corporation, the names and addresses of individual owners 
must be given. If owned by a partnership or other unincor- 
porated firm, its name and address, as well as that of each 
individual member, must be given.) Business Screen Maga- 
zines, Inc., 7064 Sheridan Road, Chicago 26, Illinois; O. H. 
Coeun, Jr., 7064 Sheridan Road, Chicago 26, Illinois: Robert 
Sevmour, Jr., Box 398, Southampton, New York: Dale 
McCutcheon and Catherine Baker, Evanston, Illinois. 
3. The known bondholders, mortgagees, and other security 
holders owning or holding 1 percent or more of total amount 
of bonds, mortgages, or other securities are: None. 
4. Paragraphs 2 and 3 include, in cases where the stockholder 
or security holder appears upon the books of the company 
as trustee or in any other fiduciary relation, the name of 
the person or corporation for whom such trustee is acting: 
also the statements in the two paragraphs show the affiant’s 
full knowledge and belief as to the circumstances and con- 
ditions under which stockholders and security holders who 
do not appear upon the books of the company as trustees, 
hold stock and securities in a capacity other than that of a 
bona fide owner. 

0. H. COELLN, JR., Publisher 

Sworn to and subscribed before me this 20th day of October, 
1959. IRENE M. HICKMAN 


(SEAL) (My commission expires March 15, 1961) 











Send 
Your Film 
To The 
Complete 16MM 





Service 
Laboratory 


Unsurpassed for .. . 





SPEED QUALITY 


























Personalized 
SER 


VICE 











MOTION PICTURE LABORATORIES, INC 
Phone WHitehall 8-0456 
781 S. Main Street Memphis 6, Tenn. 





The Master Craftsman ship 
Your Film Deserves 














SALESMEN GET IN 








STORY GETS TOLD... 













* Theater Quality 
16mm Sound 
Projector 

® Film Safety Trips 

* Easiest to Use 

* Lowest in Cost 

® Lightest in Weight 

* 50,000 Users 
Can't Be Wrong 

* Lifetime Guarantee 
Your Salesmen's Pal 

Your customer enjoys a 

theater presentation on 

his desk. Sets up easily 

. in three minutes or 
less. You're in with your 
story — You're out 
with a sale. 


Ideal for large 


screen projec- 
tion too. 


Complete with 


screen.... $349.50 


Write for Free Catalog 


THe HARWALD co. | 


1 
1 1245 Chicago Ave., Evanston, lil. 
! Phone: Davis 68-7070 
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Is Your Film 





Then why not try 


Ht t 


Specialists in the Science of 


FILM REJUVENATION 


RAPIDWELD Process for: 
e Scratch-Removal « Dirt 
e Abrasions e “Rain” 


rapid 








FILM TECHNIQUE .. — 


37-02A 27th Street, Long Island City 1, N. Y. 


Founded 1940 


Send for Free Brochure, “Facts on Film Care” 


New Life For Old Film 
Long Life For New Film 





For lémm. Film — 400’ to 2000’ Reel 
Protect your films 


Ship in FIBERBILT CASES 
Seld at leading dealers 


Only bear 
original this 
Fiberbilt TRADE 

Cases MARK 





LM DOCTORS 





Bound Volumes Available: 


% A limited number of bound 
volumes of current years of 
BusINeEss SCREEN are still 
available at $7.50 per copy. 
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New Car Top Tripod Clamps 
Marketed by Camera Mart 

vy New heavy duty clamps for 
fastening tripods atop cars or sta- 
tion wagons have been marketed 
by The Camera Mart, Inc. 

The tripod clamps, of bronze 
weather-proof construction, will 
not sway or bend, and lock the tri- 
pod down so completely that it 
can not be dislodged accidentally, 
the company said. 

Information on the clamps, 
which are priced at $28 for three, 
is available from The Camera 
Mart, Inc., 1845 Broadway, New 
York 23, N.Y. tat’ 


* * * 


Modify Auricon Cine-Voice 
Camera for Field Sound Use 

A new, portable, transistorized, 
optical sound motion picture cam- 
era was introduced in September 
by Television Specialty Company, 
Inc. 

Four models of the modified 
Auricon Cine Voice II are now in 





production. The light-weight cam- 
era has a built-in transistor ampli- 
fier, VU meter, monitoring jack, 
and microphone input. Weighing 
less than 16 pounds—a saving of 
nearly 25 pounds in weight over 
existing systems—it is light enough 
for hand-held operation. 

Designed to be “the camera you 
can run with,” it retains all of the 
well-known Auricon features. The 
transistor amplifier is essentially 
flat from 100 to 20,000 cycles, per- 
mitting high quality sound on film 
pictures in situations heretofore 
limited to silent film. 

A separate shoulder strap gadget 
bag. contains the rechargeable 
power pack, as well as storage for 
the microphone and headset which 
are included. 

Ranging from 100’ to 400’ 
magazine capacities, and with or 
without turrets and viewfinders, 
the new line permits a single cam- 
eraman to shoot sound-on-film. 
Prices range from about $1,800.00 
to $2,300.00. Further information 
may be obtained from Television 
Specialty Company, Inc., 350 





West 31st Street, New York 1. 


| A BRIEF GUIDE TO NEW LITERATURE 





New Valentino Catalog Lists 
Background Music for Films 

vv A new catalog of “Major Mood 
Music Recordings” is being offered 
by Thomas J. Valentino, Inc., 150 
W. 46th St., New York. Listing 
provides information on this film 
music company’s library of back- 
ground music for television, films, 
radio, drama, newsreels and for 
public performance. 

Catalog also provides data on 
rates, services, copyrights and pub- 
lic performance restrictions. & 

* * * 


F & B’s Free Instruction Book 
on Triplex Animation Stand 

vy A new illustrated instruction 
booklet on the F&B Triplex ani- 
mation stand has been published 
by Florman & Babb, Inc. 

The F&B Triplex is a low-cost, 
triple duty animation stand which 
can be used in vertical, horizontal 
or any angular position for anima- 
tion, titles, slide and stripfilm, 
product and insert photography as 
well as many other uses. 

The Triplex booklet contains 
complete instructions for operating 
the Triplex as well as detailed 
specifications and prices for the 
stand and a complete line of ac- 
cessories. 

The Triplex booklet will be sent 
free. Write Florman & Babb, 68 
West 45th Street, New York. 


* * * 


Association Films Catalog 
“Selected Motion Pictures” 

* Association Films’ 1959-1960 
catalog of “Selected Motion Pic- 
tures” has recently been published 
and is available free of charge to 
interested community organiza- 
tions. The 44-page catalog de- 
scribes over 500 free and rental 
16mm motion pictures offered to 
the community for classroom, club 
and organization showings. 

In addition to a large number 
of new sponsored films offered for 
free loan, the catalog lists new 
rental films, such as Walt Disney’s 
Davy Crockett, Teaching Film 
Custodians’ Mutiny on the Bounty, 
UNICEF’s Big Day in Bogo, 90 
subjects from the National Council 
of Catholic Men, and the complete 
library of safety films of the Na- 
tional Safety Council. 

Copies of the catalog are avail- 
able from Association Films’ re- 
gional distribution centers in 
Ridgefield, N. J., LaGrange, IIl., 
San Francisco, Calif., and Dallas. 


MENTION BUSINESS SCREEN IN 


WRITING FOR FREE LITERATURE 


Modern’s New “Pocket Guide” 
Lists 350 Sponsored Films 

ve Modern’s latest “Pocket Guide” 
to 350 free films available to clubs, 
lodges, business and professional 
audiences, technical groups, etc. 
has just been published by Modern 
Talking Picture Service, Inc. 

All films listed are 16mm sound, 
of 15 to 30 minutes in length. They 
are all available on free loan. Sub- 
jects range in content from sum- 
mer and winter sports to electronic 
and technological developments; 
from kitchen techniques and psy- 
chological drama to U. S. history 
and business economics. 

All titles are distributed from 
Modern’s 30 regional film libraries 
throughout the U. S. Copies of the 
new Pocket Guide may be ob- 
tained on letterhead request to 
Dept. BS11, Modern Talking Pic- 
ture Service, 3 East 54th St., New 
York 22, N. Y. ig 


ok * ¥* 


176-Page S.0.S. Catalog 
Details Production Equipment 
% §.0.S. Cinema Supply Corp. 
has published a new 176-page 
illustrated catalog covering prac- 
tically all equipment for motion 
picture and television production. 
It has been designed as a reference 
for producers, TV stations, film 
laboratories, schools, industry, ad- 
vertising agencies and other users 
of professional motion picture 
equipment. 

The catalog lists over 8,000 
items. 500 illustrations, keyed to 
descriptions, will familiarize read- 
ers with all modern advances in 
the field. Categorized sections and 
a comprehensive index extending 
over two pages help locate various 
products within the book. Write 
to 602 W. 52nd St., New York 19. 


* * * 


3-M Guide Aids in Choice 

of Right Magnetic Tapes 

ve A helpful new guide for select- 
ing the right magnetic tape for 
various recording needs is being 
made available by Minnesota Min- 
ing and Manufacturing Co., Dept. 
BS-89, St. Paul, Minn. 

Called “Which Tape Type Are 
You?,” it illustrates the outstand- 
ing features of each of the eight 
Scotch brand magnetic tapes for 
audible range recording with a 
“one man rogue gallery” series of 
photos. 

The 16-panel accordion-type 
folder also describes each of the 
tapes, their features, and their ap- 
plications. Accessory items are 
also described and illustrated. 





in the east... it’s 


MOVIELAB 


for 























ite 


MOVED" 








MOVIELAB FILM LABORATORIES 
MOVIELAB BUILDING, 619 W. 54th ST 
NEW YORK 19, N.Y. JUDSON 6-0360 


¥ developing color negatives ¢ additive color printing * reduction printing including A & B © color 
Slide film processing ¢ wnsctes val e internegatives © Kodachrome scene-to-scene color balanced 


printing « Ektachrome developing and printing © registration printing ¢ plus complete black and 


} 


white facilities including cutting rooms, storage rooms ane the finest screening facilities in the east. 





This Whirlpool motion picture 
was a Blue Ribbon (first award) winner 
at the American Film Assembly. 





The world of Wash ‘N’ Wear is indeed a 
wonderful, labor-saving world for today’s homemaker. 
But even “miracle” fabrics have special washing requirements. 


To show quickly and entertainingly how the Imperial Mark XII 
laundry pair effectively meets such requirements, Whirlpool 
Corporation used a motion picture. 


Shown at laundry clinics and department stores, the picture 
becomes an effective point-of-sale tool. 


With a minimum of time and effort, Whirlpool dealers, 
salesmen and distributors all get the same facts 
for their customers. 


The wonderful world 
of “wash ‘n’ wear’... 


When you need help in getting your product story 
to consumers as well as sales people, call 


7é YAM HANDY Onyjensation 


yy Dramatizations Jy Visualizations jy Presentations yy Motion Pictures ¥¢ Slidefilms yy Training Assistanc 
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